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Even without all the above extra and special 
features, MASSAGIC Shoes represent excep- 
tional values. Extra Weyenberg quality in the 


leathers and shoemaking. Never before has so 


much been offered to men for so little. yN nal FE iN ‘ is 
. DRESS SHOE 
FOR 


S [00 


MASSAGIC Shoes are establishing remarkable 
records of results in many stores. Twenty-three , x 
4 e - ‘are 
numbers featured in stock. Let us send you 
literature and complete details. 
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VOICE OF THE TRADE 
See 


PREFACE to a little book by S. D. 

Warren Company, paper merchants 

at 89 Broad Street, Boston, Mass. : 
“The Unsung Hero.” 

“This is a tribute to the unsung 
hero. He is bringing back prosperi- 
ty. Yet when the job is done, no 
medals will be pinned on his chest. 
He will make thirty-hour weeks and 
over-production a memory. Yet 


LL TAKE Two 


Ss 





when he dies, no monuments will 
record this fact. 

“He is starting new buying move- 
ments all over the country. Yet his 
name is signed to no high-sounding 
proclamations. He carries no ban- 
ner, yet he’s starting a procession 
that we’re all going to join. 

“When our wives come back 
from a bridge game at his house, 
they want new refrigerators, new 
fur coats, new-fangled dishwashers, 
new cars, or other foolishnesses or 
contraptions they saw there. 

“When we meet him at the club, 
he’s glowing like q water spaniel 
fresh from the river. He’s found a 
new machine that will do things 
hetter and at a lower cost, or he’s 
dabbling with a new process, or 
he’s spending money on a new sell- 
ifg scheme. Our old sinus trouble 
comes back worrying about the kind 
of competition he’s going to fur- 
nish, 

“But some of us join the new 
buying movement he’s started. We 


just don’t dare to let that guy get 
an edge on us. 

“The unsung hero about whom 
we write is a gentleman known as 
the Most-Susceptible-Buyer. He’s a 
sucker for good salesmen. He sets 
buying examples that others have 
to follow. He is all ages and a 
member of all groups. 

“If he’s young, he starts Summer 
slack fads among youths. If he’s 
a farmer, his new tractor is the 
envy and future necessity of his 
farmer neighbors. If he lives in a 
nobby suburb, he’s followed for a 
few winter weeks to Bermuda, the 
Bahamas, or to the Mediterranean 
by a string of neighbors who would 
much rather stay at home and talk 
about why the Government doesn’t 
do something about business. If 
he’s in business, he steps out with 
new and more productive machin- 
ery or a new sales plan. And we 
have to follow or be pushed out of 
the picture. 

“He isn’t keeping up with the 
Joneses. He is the Joneses. He’s 
going to restore prosperity, but he’s 
a damned annoyance, nevertheless. 
If we want to keep up with him, 
we've got to go back to work.” 


PAUL B. SCHROEDER who has 
traveled several years in the south- 
west and is an active member of the 
Southwest Shoe Travelers Associa- 
tion, is well along the road to re- 
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covery following critical injuries, 
including nine fractured bones re- 
ceived in an automobile accident. 
He was injured in a collision near 
Dallas. He showed great vitality 
to recover from fractures of both 
bones in both legs, the right ankle, 
collarbone, the right arm, fingers, a 
dislocated hip and serious head 
lacerations. 

After several months in the hos- 
pital, he is now convalescing in 
Dallas, under the good care of Mrs. 
Schroeder. 

News of his progress toward 
health will be welcomed by all his 
friends. 














——=ra 








THE only woman in America who 
owns and operates a shoe factory is 
Mrs. Sarah Ashkenazy of Lynn, 
Mass. 

Mrs. Ashkenazy is president of 
the Liberty Shoe Company, 266 
Broad Street, Lynn, and employs 
more than 300 workers in her fac- 
tory which has a daily output of 
1400 pairs of women’s novelty 
shoes. 

Fourteen years ago she sold her 
tanning business in Lynn, and 
founded the Liberty Shoe Com- 
pany, starting in a small way, mak- 
ing about four cases of shoes per 
day. 

Endowed with almost super- 
feminine energy and a determined 
will to succeed at her new venture, 














Mrs. Ashkenazy personally super- 
vised every detail of the work in 
the factory. When business in- 
creased she continued to do this 
and even today, with the factory 
running at top speed, she does all 
the buying of leather, materials and 
supplies, in addition to being sales 
manager and superintendent of the 
firm. She is credited with knowing 
as much about the intricacies of the 
business as any shoemaker in the 


country. 
* * * 


“CONTRARY to trade belief, 
low heels make slimmer ankles,” 
says Charles Henry Baber of 
London, England. He believes that 
the lower the heel, the slimmer 
the ankles must be for elevating the 
feet onto two-inch heels, throws the 
arches forward and this causes the 
muscles to sag at the back of the 
leg, thereby creating a_ thickness 
around the ankles. You can make 
the test and prove to yourself that 
the higher the foot is elevated, the 
thicker, of necessity, the ankles. 


* * * 


BILL HOEHN of the Cavalier 
Corp. says: 

“Maybe the nation would feel 
more hopeful if the girls would get 
their fingernails out of the red. 

“There is a letter on my desk, 
and it contains a handkerchief. It 





HANKY CARRIERS 
~~, 


was intended for a salesman con- 
nected with a firm in an entirely 
different line of business and was 
turned over to me as a clever stunt 
to pep up the men in the field. The 
letter simply said that the warm 
weather was approaching and that 
the average salesman would slow 
up. But here was a handkerchief 
to wipe the perspiration from the 
brow of the go-getter who realized 
‘ that his chances were improved 
when those who couldn’t stand 
working hard in the heat would re- 
tire from the field of activity. 

“The difference between getting 
somewhere and nowhere is the cour- 
age to make an early start. 





DO YOU KNOW? 








—Do you know that “returned mer- 
chandise" averages around 15°/, of 
total retail sales? 

—Do you know that Japan has a higher 
rate of literacy than the U. S. A.? 
—Do you know that the industrial pro- 
duction of the Soviet Union has in- 
creased during the past six years at 

an average annual rate of 32°%/,? 

—Do you know that commercial banks 
in this country will show a total gain 
of about 5 billion dollars in deposits 
in the past year? 

—Do you know that 2,500,000 people 
starved to death in 1934? 

—Do you know that Huey Long doesn't 
spell his first name H-o-0-e-y or 
P-h-0-0-e-y—but just plain H-u-e-y? 

—This funny world of ours is filled with 
"believe-it-or-nots." 


Font re aa 


President 





“Business and life are like a bank 
account—-you can’t take out more 
than you put in.” 


* * * 


JOHN LAYCOCK, of Hanan & 
Son, is chairman of the Shoe 
Division in the campaign for the 
Silver Jubilee of the Boy Scout 
Foundation. The greater New 
York District plans to collect $329,- 
000 to carry on the work of the 
hoy scouts. 

The Boy Scouts of America is 
the country’s outstanding move- 
ment, training “sons” for the re- 
sponsibilities of manhood and 
citizenship. It takes boys, in their 
playtime, and makes men! 

Founded in this city 25 years 
ago, it has enrolled more than 
6,500,000 boys. Through it more 
than 1,300,000 men have volun- 
teered in the leadership of Ameri- 
can boyhood. By 1942 it aims to 
provide that at least one out of 
every four of the nation’s new male 
citizens shall be a four-year Scout- 
trained man. 
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Mr. Laycock says: “The shoe 
trade has always been generous in 
supporting worthy movements and 
I feel that every shoe man will want 
to lend a hand in this worthy 
cause.” Please make checks pay- 
able to Lindsey Bradford, treasurer 
of the Boy Scout Foundation and 
send them to John Laycock, Hanan 
& Son, 47 West 34th Street, 
N.Y. ¢. 


* * * 


“IN all my years of shoe fitting” 
began Cedric, The Observant Clerk, 
“T’ve yet to take off the feet two 
pairs of shoes that were worn 
exactly alike. 

“Some are worn at the heel, some 
are worn at the toe, and some are 
worn elsewhere. Yet it is not with- 
in my experience that I’ve found 
any two pairs that were worn at 
exactly the same places, and to ex- 
actly the same extent. 

“Tt’s a puzzle to me,” continued 
Cedric. “It’s a very great puzzle 
over a little matter. The shoes are 
alike, grade for grade, to begin 
with. The sidewalks on which they 
are worn are alike. Folks average 
to walk about the same for pace 
and distance. But when I take old 
shoes off their feet, to fit a new 
pair, I find no two pairs of them 
worn exactly alike. 





“Probably, it’s the stride that’s 
different. Some are gaited one way 
and others another. Some are 
heavy on the left, others are heavy 
on the right. S.me toe in, some toe 
out, some hit on the heel and some 
hit on the toe. Some have hard 
feet, and some have soft feet. And 
there are other differences. 

“So it is that I’ve yet to find two 
pairs of shoes that were worn ex- 
actly alike. However, I may find 
that wonder some day. 

“For the moment,” concluded 
Cedric, “I marvel atthe complica- 
tions of getting more shoes fitted 
right, so that they’ll wear satis- 
factorily.” 
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SEVENTEEN day hike, covering 
365 miles, is proposed by Bernaar 
McFadden in a trek that started out 
of New York on May 4 for Dans- 
ville near Rochester. Mayor 
LaGuardia is expected to fire the 
starting gun. One hundred appli- 
cants are expected to participate. 

Dr. Rubin Clarke hitch-hiked 
here from St. Louis. Two grand- 
mothers arrived yesterday to par- 
ticipate—one from Houston, Tex., 
and the other from Detroit. 

The event assumed a sporting 
flavor with the entry of Frank May, 
69-year-old Memphis lumberman. 
May hit town waving a cashier’s 
check for $13,146 and offering to 
bet it all or any part of it on his 
chances of finishing. 

He had already placed $3,000 on 
himself, the taker being a business 
competitor back home. To make 
certain that he does no hitch-hiking, 
the man who covered his bet 
arranged for an automobile to ac- 
company the hikers. May promptly 
bought a trailer and yesterday was 
stocking it with a piano, a piano 
player, Miss Edna Wales, and an 
ice box with a capacity of several 
hundred pounds of ice. 

“Just in case my dogs get hot,” 
he said. 

The hike to Dansville, near 
Rochester, will be conducted in 
thirty-mile stages. 


* * % 


“\WWHY—Oh Why?” by Matthew 
Kuller of the Bronx, New York 
City. 

“Even his best friends wouldn’t 
tell him. His manner was gentle- 
manly and he always was courte- 
ous. He had a kind word for every- 
one, even a traffic cop. When it 
came to time to pay a check in a 
night-club, he could always find his 
pocketbook without fumbling. Yet 
here were really nice people ignor- 
ing him! 

“His suits always fitted perfectly 
and his shoes were shined so that 
Psyche might have seen her clear 
reflection in them, if Psyche cared 
to look into a shoe-shine for a re- 
flection. His cravats were faultless- 
ly tied and never, positively never, 
were red. But here were some of 
his old cronies crossing to the other 


side of the street when they saw 
him approaching in the distance! 
“He was the perfect host. He 
never stopped pouring when you 
said ‘When!’ And on the other 


hand, it never caused you to wake 
up next morning feeling that the 
Empire State Building had fallen 
upon you. But here were his busi- 
ness acquaintances pretending to be 
out of their offices when he tele- 
proned them! 

“He played a swell game of golf 
without bragging about it and he 
could make old boy Tilden look 
to his laurels at tennis. He never 
groused about the over-hardness of 
the courts, the over-height of the 
net or the inability of his partners 
in doubles. Yet here were men who 
used to seek his company using 


everything but smoke-screens to 
avoid it. 

“He was pretty good at poker, 
too, but he often lost, and losing 
actually seemed to give him more 
pleasure than winning. Yet now 
those who once esteemed him most 
highly would not even admit him 
to a rousing game of tiddley-winks. 

“He was no wallflower at dances. 
He could tango, waltz, Charleston, 
foxtrot or do imitations of Bill 
Robinson, never needing a rest nor 
a snifter between dances, but ever 
willing to indulge in either if it 
chanced to be his lovely compan- 
ion’s whim. But here were girls 
who used to scramble for introduc- 
tions to him passing him by with 
uptilted noses. 

“What, you ask, was his tragic 
secret? Was it halitosis? Was it 
B. 0.? 

“No, a thousand times no, but a 
thousand time worse! Here it was 
May 25 (Sport Shoe Week), and 
the oaf was still without a pair of 
white shoes!” 
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TONGUES 


PERIODICALLY there comes to retail selling some 
little novelty that catches the immediate fancy of the 
buying public and serves as a much-needed stimulus in 
the moving of shoes. Often it is some little detail, in- 
nocent enough in itself, but with enough appeal to create 
on the part of the buyer whatever it is that is needed to 
make an extra-pair sale. 

This year it is the kiltie tongue, Scotch tongue, or 
whatever you may choose to call it. And it is the big 


Three women's types in brown calf 

—reversed calf and brown calf—and 

white buck with tan calf trim, showing three 
different important tongue details. 














The Joyce Wethered 

Shoe — exclusive with 

Fortnum and Mason, 

autographed model of 

the English Champion 

who is on her way to 

America on an exhibition 

tour, is illustrated here 

oe ee col news in golf shoes. Some interest has been shown in the 
kiltie tongue in women’s lines for the past few years, 

and it has ever been a distinguishing feature in foreign- 

made, particularly English, golf shoes. But the Amer- 

ican male was most reluctant to accept this detail. It 

was shown in the popular grades of sport shoes last 

year with but moderate success. 

When the Spring lines were announced and shown 
this year the kiltie tongue dominated all golf shoe show- 
ings. Several of the higher-grade lines featured as their 
style note this new kiltie tongue. One high-style man’s 
custom house showed it in color, with white buck wing- 
tip models, with colored tip and foxing. 

First impressions are often deceiving, but this seemed 


a far cry from the sturdy English types that had been 
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Tell the Golf Shoe Story 


previously shown, featuring the kiltie tongue by ex- 
clusive Madison Avenue shops. There was no question 
that it was a smart note, but we wondered just how the 
reticent American male would react to it. Their re- 
action makes as an astonishing style story as we have 
heard in years. 

Just about this time the peasant shoe excited the 
women buyers of the country, and you all know what an 
important part the colored tongue plays in this type of 


exclusive retailer of English shoes says that most men, 
and practically all his women customers, have asked 
for the kiltie tongue on their shoes, or that they be 
attached on the shoes not having kiltie tongues. A large 
metropolitan sport shop, doing a quality business in 
sports equipment, says that customers are so well 
pleased with the tongue on their golf shoes that they 
are buying English walking shoes for street wear and 
spectator use. They have developed, and we illustrate, 


The tongue in men's shoes—three versions showing the white buck with bal 
strap and tongue, the all-white plain toe with full kiltie tongue and the 
English walking and golf shoe featured with full kiltie tongue and half kiltie 
tongue—a sturdy shoe that is lately being favored for street wear. 














The Kiltie Tongue, Featured in Golf Shoe Styles for 
Women and Men This Summer 


shoe. Interest in women’s shoes seems to be hover- 
ing around the tongue, just as the attention of men’s 
stylists was being focused on this part of the shoe. Nor 
is this extraordinary, for surely here is a point in 
which shoes can be greatly improved. 

The women customers, having been thoroughly sold 
on their utility (tongues do keep burrs and dust off 
laces) and smartness as a color and line accent on their 
shoes, it remained for the men customers to be made 
to see the light. Have they as yet? Opinions differ. 
In New York, where the golf shoe selling season is late, 
but this year especially good, the answer is emphatically 
yes. One retailer in the Grand Central zone, who gets 
a good share of the Westchester and suburban business, 
and therefore a good golf business, claims that it is his 
most important selling argument in golf shoes. An 


this English type with a full kiltie tongue and with a 
half or modified tongue. 

Interest is being manifested in various features in the 
new golf shoes, besides the tongue detail. Composition 
and rubber soles, reverse calf featured in golf shoes and 
the old standbys, the double-construction type, and the 
genuine moccasin are getting their share of the attention. 

The kiltie tongue is a good merchandising proposi- 
tion, too, considered from several angles. Consider the 
customer who can afford but one pair of all-white bucks, 
say in a plain or wing-tip. An additional. dollar will 
give him a brown calf or a colored reversed calf tongue, 
which will give added color to his shoes and practically 
give him two pairs (pretty much following out the odd 
jacket idea in men’s clothing). Next the customer who 

[TURN TO PAGE 40, PLEASE| 
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A NEW IePOR Te Bie iis 


Industry Must Raise the Per Capita 
Consumption Above the Level of 
1900 to Improve Trade Outlook 


By 
PERCIVAL E. FOERDERER 


Chairman of the Board of the Tanners’ 
Council of America 


President, Robt. H. Foerderer Inc. 


| WANT to take this opportunity of expressing a note 
of optimism with respect to the general business situa- 
tion. Unquestionably, the main cause of the present 
state of business is the lack of one of its essentials— 
confidence, without which no progress can be made and 
no constructive planning can be effected. 

In spite of this, however, I am today more optimistic 
than any time during the past five years. 

At the foundation of business there are fundamental 
economic laws which are irresistible. These forces are 
beginning to assert themselves and they will brook no 
interference, be it “boon-doggling” or any other kind 
of political folderol. 

These political experiments have acted to dam up 
these natural forces and have impeded their flow to such 
an extent that-they can no longer be withheld. Whether 
they shall suddenly burst forth, or indicate their pres- 
ence in gradually increasing volume, it is not within 
my power to predict. 

Another encouraging cause for confidence is the evi- 
dence that the thinking men and women of the body 
politic are becoming voluble, to the extent of making 
their legislative representatives realize that recovery 
cannot be effected by intellectual vaporings of theoreti- 
cal college professors, but only by hard work, common 
sense and cooperation. 

For example, in these style conferences, our own in- 
dustry has set a precedent for cooperation and has 
made great strides toward economic stability. Through 
this coordinated effort, we have succeeded in minimiz- 
ing or removing many of the risks and uncertainties 





Foerderer. 


Percival E. 


inherent in style merchandising. As a result, high style 
in footwear is essentially the same on Main Street as 
on Fifth Avenue. Retailer, shoe manufacturer, and 
tanner—we are all able to operate more effectively and 
plan more intelligently as the result of this cooperative 
effort in styling. 

So, by all means, let us maintain and strengthen our 
interest in our style shows and conferences. But, at the 
same time, let us not neglect the other important prob- 
lems that confront us. In fact, if we can approach some 
of these other problems in the same spirit that has actu- 
ated us in our important style meetings, we shall cer- 
tainly deal with them effectively. 

For example, there is that perennial but increasingly 
important subject of quality as it affects mark-up. In 
other words, the obvious desirability of stepping up the 
average amount of our shoe sales through intelligently 
directed promotion and merchandising. Though we 
have been less seriously affected by the depression than 

[TURN TO PAGE 42, PLEASE| 
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The seven most important leathers at the 
Tanners’ Exhibit. 
interest in the rich Oriental colors. 
Demi-suedes_ the 
novelty. 
had qreatly increased prom- 
inence in the showings. 














The four classic 
leathers—Kid, Suede, Smooth Calf 
and Grained Calf. 


Wuar are the essential differences between Fall, 
1935, and Fall, 1934, and all the other Falls that have 
gone before? What new viewpoints must the retailer 
have this year when he goes into the market for Fall 
merchandise ? 

Last week we published the conference report in full. 
It is, we believe, the clearest, most comprehensive re- 
port ever prepared. It includes everything, for every- 
body. It must. This article picks out from that re- 
port, and from our other findings and scoutings about, 
the dozen or so typically new features for Fall that 
deserve special fashion emphasis. 

The first topic of conversation at the Waldorf meet- 
ings and in the trade everywhere today is the low heel. 
At last Fall’s conference, it was future; at the last 
Spring’s meeting, it was a strong possibility—this Fall 
it has arrived! 

This season every retailer must make fundamental 
readjustments in his buying program to give this im- 
portant fashion development the place that it deserves. 

The well-worn quotation about the last being first, is 
more than a play on words today. This Fall it’s a fun- 
damental fact. Women want low heels. And low- 
heeled shoes will be a success if we make them so— 
if we give women lasts made for low heels—and lasts 
suited to the type of shoe. A growing girl’s last won't 
do for grown women. A sports shoe last won’t do for 
street and dress low-heeled shoes. 

The consensus of the conference was that the com- 
promise heights in low heels—13/8 to 15/8—will be 
volume. But 10/8 heels still constitute the fashion and 
promotion story. It was thoroughly agreed that high 
heels, 16/8 and up, would still lead for all types of 


Forward Into FALL..... 
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Reverse calf, with new 


outstanding 
Patent leather which 


By 
RUTH HARRINGTON 


A summary 
of the outstanding shoe fashion 
developments for the coming 
season. 


shoes, and would predominate for afternoon and 
evening. , 

Differences in heel heights in your stock provide an- 
other means of making the distinction between tailored 


and dress types. As the Countess Williamez of Vogue 
















Snap-shots from the 
Fashion Show presented 
at the Styles Conference 
by Saks Fifth Avenue. 
(The flared gray Krimmer 
coat was worn with the 
blue suede and patent 
tie shown at the bottom 
of the shoe panel). 














The Swagger Muskrat coat 
was worn with the brown 
alligator, kiltie tonque 
flat at top of shoe panel. 
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SHOWN at the A. C. Lawrence booth at the Tanners’ Show, 
these shoes illustrate important new notes for Fall. 


TOP ROW: Laced straps and pleating detail in green suede. 
Moiré pleating on a suede sandal. Two-color stitching in red 
and gold on black. 


LOWER ROW: Two-color stitching again—the most typically 
new trimming treatment. The square toe last and low heel in 
a high tongue walking model of calf with suede. 


said in her conference fashion talk: “Now a woman 
must run home and change at five o’clock!” And this 
is all to the good for the shoe business—this clean-cut 
contrast between the two types of clothes. Tailored 
clothes for Fall will be bulkier, heavier, more casual; 
formal clothes still more feminine and elegant 

and shoes must match in mood—these two opposite 
phases of fashion. 

There will be another sharp division to consider this 
Fall—high-priced shoes and lower-priced shoes will 
look more different from each other than they have in 
many years. In the higher grades—there is a feeling 
for much greater simplicity of pattern, detail and 
leather. Cheaper shoes will continue to show tricky 
patterns, tricky trimmings and the fussier shoe mate- 


rials. When you buy your better shoes, buy them Figs The TONG UES 









simple! 

We will need to worry less this year about design IT'S the most outstanding pattern note in all 
protection for fashion shoes, because novel design is tyes of Dams. 
subordinate to proportion, to color and to the distinc- THESE two shoes show the tongue developed 
tion that comes from the wood, the leather and the in a strap shoe of crushed kid combined with black kid and 

aie ’ in a one-eyelet formal tie of brown kid with gold pinking. 

workmanship. 

This matter of color is very significant. The most THE extremely high heel on this shoo was 





pea : shown to dramatize a point:—that high heels are still in 
striking thing about the shoes shown on the runway at the picture for formal wear. ; 








BOOT AND SHIDE RECORDER, May II, 1935 


forward into Fall 


the Styles Conference Fashion Show was their liveliness 
of color. Now is the time to break away in your 
fashion shoes from that formula of black and one neu- 
tral dark brown. The new ginger brown looks right in 
the new, more rugged shoes for street wear. Bourbon 
and Swagger brown have their place in the picture. 
There is a good chance this year of selling some Ox- 
blood and Green and Navy Blue—not to match cos- 
tumes, but td contrast with clothes and to tie in with 
other accessories. 

This new idea of wearing contrasting touches—hat, 
bag, shoes—is something to feature for all there is in 
it in extra pair sales. And don’t be afraid of colored 
touches on shoes. Colored stitchings, particularly in 
several shades, that lift a black or brown shoe from 
the dead level of four depression years. 

As we covered the leather showings at the Tanners’ 
Exhibit, we were impressed with these points: First, 
there was a great increase in the number of exhibitors 


The THING... 


showing reverse calf leathers—the sturdier suedes adapted 
to the new swagger types of shoes, the rich Oriental 
colors in these leathers giving an exhilarating new note. 
Second, there was a marked increase in patent leather 
exhibitors. The importance of patent as a trimming 

[TURN TO PAGE 44, PLEASE | 





SHOES below from the French models 
shown by Harpers Bazaar at the Styles Conference: 


TOP: Note the flat heels and saddle- 
stitched welts. Also the new gathered moccasin line and 
stitched collar on the left hand model. 


CENTER: The important raised throat 


treatment in a trimmed pump. 


BOTTOM: Anklet evening slipped with 
the much discussed square toe. 


















Countess Willaumez: 
"Heels Startle Fashion." 


William Weintraub: 


"Customers Crave Distinction." 


Edward C. Orr: 


3 NEW 


"Term 'Hand-Made' Is Only Relative." 


Countess Bouet-Willaumez, 
Paris office, Voguwe—speak- 
ing at Styles Conference 
—said: 


F OR sports the low-heeled shoe is accepted everywhere 
in Paris. I think the peasant mode has shown the best 
way that colored shoes can be worn. The new colors 
we believe in for sports shoes are as follows: oxblood, 
mahogany, rust brown, deep green, dubbonet red, 
carbon blue and very dark grey. Some of these colors 
will also carry through for town walking shoes. Up 
to now grey and dark blue have never been Autumn 
shoe colors. I think this season that a certain tone of 
dark grey and carbon blue will harmonize perfectly 
with some of the new Winter ensembles but, of course, 
this is a very limited Autumn fashion. If the ribbed 
lisle or fine wool colored sports stockings are taken up 
the way we think they will be, these two shades, grey 
and blue, will certainly be very successful for sports. 
These sports stockings have been inspired by smart 
men’s socks, and are ideal on the golf course or in 
the country. Nothing could be more practical, but I 
think they will remain for a long time purely a coun- 
try fashion. Tied up with colored sweaters and scarfs 
to match, they look very stunning. 

The spectator sports shoe, which quite often had a 
highish heel, is going lower and lower, and the time 
may soon come when the high heel for spectator wear 
will be as out of place as if you were wearing a high 
heel on the golf course. Moccasin types for all sports 
and spectator wear are just as good as ever and lend 
themselves perfectly to contrasting colors in leather. 
The low-heeled sandal for sports wear and spectator 
sports, I notice, is having an enormous success in New 
York. . Spectator heels vary from flat to low Cuban. 
Low-heeled sandals built up front and back with sides 
open to relieve bulk are a new type of town shoe seen 
in Paris at the moment, and the newest of these have 
square or round toes. These new square toes which 
e few of the smartest women are wearing were started 
by Bunting, for his well-dressed men, and were then 
taken up by a few smart women. They remind one of 
the toe of a ski boot and look extremely smart with a 
tailored suit. He has even made a pair of evening 


shoes on these lines. The round toe is not such news 
to us as women have been wearing this type for quite 
a time. The news in them is that they now have low 
heels and are also shown for evening. Perfectly plain 
pumps for street wear for Autumn with square toes 
and low or Cuban heels are very new, and I think 
show indications of becoming a good popular fashion. 
Of course, with round toes they would be less daring 
and nearly as smart. 


WILLIAM WEINTRAUB, Publisher of Esquire, Apparel 
Arts, said: 


You have two things to consider from the fashion 
standpoint. There are two things to consider from 
your own business standpoint. First—what you sell 
is bought by the consumer for one of two reasons. 
Either for simple service or for style. The second, 
i.e., the consumption period of shoes bought for service, 
is much longer than those bought for fashion. The 
former, for service, is determined entirely by the wear- 
ing properties of the article itself; while the latter’s 
duration is determined entirely by the vogue. . Shoes 
bought for service are seldom thrown out and with the 
improved method of manufacture, a pair of work shoes, 
for example, that a decade ago lasted only three 
months, now lasts six months. Better leather and better 
workmanship explain this longer life. 

In the men’s clothing industry, we suffer for the 
same reason. Twenty years ago, the average American 
bought two suits per capita, per year. Today he is 
buying half a suit. The average individual buys one 
hat and one pair of shoes for service primarily. If 
you made men in America two-pair-conscious (instead 
of that thing some years ago when it was considered 
that black shoes were correct after six o’clock and if 
a man had on a pair of brown shoes he should rush 
home and change them to black) it would prove very 
beneficial. 

For Fall, we believe that the long roll double- 
breasted suit will be even more popular than it is at 
present. To show how fashion percolates and how it 
actually arrives—that particular suit was very popu- 
lar in London last year and there had to be some reper- 
cussions here before it took on or became of any conse- 
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quence here. Some English fashions are not success- 
ful here and then again some fashions start here and 
are never successful abroad. That particular suit was 
checked and clocked in London. Later on, in the roto- 
gravure section, several important Americans were 
photographed wearing that suit. 

Ink blue for town suits will be important. Red and 
brown in colors for country. Blue shirts with wine 
neckwear. A black and blue midnight Homburg. Mid- 
night blue business and dress clothes and ties. Brown 
suede shoes—and that doesn’t mean grey. The wide- 
spread collar attached shirt; also unstarched collars— 
that the Duke of Kent wears. Town clothes are becom- 
ing definitely dressier. With the advent of the checked 
jacket and black trousers, it may mean an extra pair of 
shoes. A definite swing toward English clothes and 
English lasts with narrower and squarer toes. Small 
check and Glenurquhart suitings. Three-button suits. 


W E think that several things have happened to the 
psychology of men generally and as it applies to your 
business, let me leave this thought. Up until 1929 
we had very definitely a generation that was in direct 
revolt against every established tradition of the past. It 
expressed itself in clothing stores in indifference to the 
labeled merchant and, quite candidly, labeled merchan- 
dise in men’s business was on the way out until 1929. 
Even our art and literature were condemned up to that 
time for they were considered established tradition and 
that meant labeled merchandise. And then along came 
the depression and what could be termed the “chisel 
age” set in and during that chisel age a lot of crimes 
were committed by retailers and manufacturers. In fact 
in some instances I was inclined to believe that Dillinger 
and some of the others were a little more honest in 
their activities because you knew what they were about. 
A lot of sub-standard merchandise was sold, disguised 
under a different name, etc. I have no claim that cheap- 
ness is a sin, but when this cheapness masquerades 
under a different name, it is bound to bring about what 
it has—it has made the public wary and doubtful. 
They say: “I don’t believe it, etc., and if you will tell 
me who makes it, I may think about it.” This is evi- 
dence that the public wants names in merchandise. 





FASHION VIEWPOINTS 


Three messages from the Style Conference covering 


women’s fashions, men’s styles and merchant ethics. 





Page 25 


The consuming public has been starved from the 
standpoint of quality merchandise. 

This proves that if you have a story and if you have 
quality in your merchandise there is once again 
a definite demand for it. It is here, it is available, if 
the store graphically and definitely gets into active 
promotion. 


EDWARD C. ORR of the Potter Shoe Company, 
Cincinnati, Ohio: 


As to the terms bench-made, hand-made, and hand- 
lasted; we all know that these words are used promis- 
cuously in advertising shoes from $4.00 up. They 
are printed in the most modern type faces, and accom- 
panied by the most expensive art work, with the most 
exotic pictures of creative designs in shoes—all with 
the intention of conveying to the consumer the idea 
that the shoes advertised are bargains that would break 
the merchant in short order if he sells many pairs of 
them. 

It would prolong this meeting until late in the night 
if we threw it open to a discussion as to just what these 
various terms mean. 

I defy anyone to give a satisfactory definition of 
bench-made or hand-made. When we consider how 
many operations of them can be done by hand, where 
are we going to draw the line as to what constitutes 
a hand-made shoe? One shoe might contain 40 per 
cent hand work, the next one 45 per cent, the next one 
47 per cent, and all of them, in contrast to shoés made 
entirely by machine processes, might be called hand- 
made. Who is to be the judge? 

And if we hew strictly to the line, and tell in great 
detail just what construction our shoes are, and just 
how much hand work is in them, what is going to pro- 
tect us from the man across the street inventing a de-: 
scriptive phrase for his goods that IMPLIES that his 
shoes are of the same construction as ours, at a very 
much lower price? 

It’s being done every day—and the ingenuity and 
resourcefulness that these descriptive phrases represent 
are astounding. 

[TURN TO PAGE 40, PLEASE] 
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NORMAL RECOVERY 


As close and continuous observers of American indus- 
try and trade, the business press is convinced that the 
well-being and prosperity of our people must depend, 
in the long run, upon the maintenance of constantly 
increasing efficiency of production and distribution. 
Only in this way can high standards of living for the 
American consumer be maintained. 

To realize this objective it is essential that the de- 
velopment of new methods and processes for the manu- 
facture of goods required by the consumer, together 
with the promotion of efficiency in distribution and 
merchandising, be stimulated in every legitimate way. 
The chief motivation of this development always has 
been, and we believe must continue to be, the incentive 
offered by the profit system. So long as the competent 
and the enterprising can anticipate rewards proportion- 
ate to the skill and energy expended, this progress, 
benefitting industry and the public alike, will continue. 

Therefore, any tendency on the part of government 
to interfere with this vital process we believe is against 
public interest. Under the stress of emergency many 
measures have been adopted for the control of industry 
and trade which seem to us to be inconsistent with the 
tested principles which have been responsible for na- 
tional progress and the well-being of the individual 
citizen in every walk of life. Whatever merit these 
measures may have, as expedients designed solely to 
meet the exigencies of a national crisis, it is manifest 
that they cannot be continued indefinitely without crip- 
pling the industrial structure, dislocating and unbal- 
ancing the national economy, and reducing the oppor- 
tunities of the individual business man, worker and 
consumer. 

We urge, therefore, that government discontinue, at 
the earliest possible moment, all those temporary mea- 
sures which have been found to interfere with the nor- 
mal and healthy processes of American business, or 
which are not in keeping with traditional American 
policies of individual progress through competitive 
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merit, or of progressively higher standards of living for 
the people as a whole through continued increases in 
productive efficiency. 

At the same time we recognize the right and duty of 
government to adopt those measures which are neces- 
sary for the protection of legitimate business and all 
other citizens from the exploitation of predatory inter- 
ests, whether these be in the ranks of industry, finance 
or labor. We recognize the necessity of protecting the 
public from natural monopoly or monopolistic prac- 
tices affecting production, rates, prices and wages. — In- 
dustries which are naturally competitive should not be 
allowed to engage in monopoly practices without gov- 
ernment regulation. We therefore urge that, to what- 
ever extent industry opposes government regimentation, 
it shall as a matter of consistency and sound economics 
accept the principle and carry out the practice of free 
competition in the public interest. 

We are opposed to government operation of business 
enterprises and competition with its own citizens. 

We are opposed to government ownership and opera- 
tion of railways. 

We believe the restriction of free enterprise and com- 
petition through a system of government licensing of 
processors, as proposed in amendments to the Agricul- 
tural Adjustment Act, to be inconsistent with the inter- 
ests of agriculture, business and the public. 

We urge the elimination at the earliest possible mo- 
ment of all artificial brakes upon freedom of individual 
initiative and enterprise, because we believe that through 
them alone employment can be expanded, and normal 
incentives for business development and capital invest- 
ment provided. 
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THE ROSIKA—a smart White Kid one-eyelet tie with new 
treatment of open-work punching. Made over No. 624 
last, with 19/8 Continental heel.‘ Immediate delivery. 


THE ZITA—a youthful T-strap sandal of White Kid with 
multiple perforations. Made over No. 630 last, with 
16/8 Continental wood heel. Immediate delivery. 

@ 
Salesmen now in their territories with the fall line...a 
card or wire will bring one with the complete Styl-Eez 
story, if your city is open. 


@ Never a dull moment for the smart young woman who wears Styl-Eez shoes 
—and never a dull moment for the dealer who sells them. They keep both shoe 
stocks and feminine feet moving at a swift pace... they have everything—plus! 

STYLE that captivates the eye, flatters the foot and has the background of good 
taste and authenticity that only foremost stylists and designers can give... 

WEARABILITY that upholds the Selby traditions of superfine craftsmanship 
and excellent quality in everything from soles to shoestrings... 

COMFORT that comes from exclusive features ordinarily found only in expen- 
sive shoes...rolled innersole which prevents ankle rotation... light firm shank 
for the long arch... sponge rubber maintainer for the metatarsal arch... 

No wonder millions of bright young eyes admire Styl-Eez Shoes. No wonder 
millions of busy young feet enjoy them—pair after pair. Least wonder of all that 
dealers everywhere hail Styl-Eez as the ideal line for big 
volume, quick turnover and substantial profit. TO RETAIL AT 


f a F FE / with better than 43% 
mark-up. 


A SELBY SHOE 4 





The Selby Shoe Company, Portsmouth, Ohio ¢ Makers of Styl-Eez, Tru-Poise and the new Slenderized Arch Preserver Shoes for Women 
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PICK A HOT NUMBER .... 


and play it across the board 


As an audacious style operator, Joe 
Michaels, manager of the shoe depart- 
ments of Saks 34th Street, New York 
City, has many victories to his credit. 
Perhaps the most extreme venture of 
all was his introduction of white skat- 
ing shoes in mid-winter when Char- 
lotte came to the Hippodrome and 
indoor ice-skating got its birth. Then 
followed the vogue for women’s high 
white boots for mid-winter wear. 
What a style success that was; and 
from that day to this, Mr. Michaels 
has sponsored new ideas and pro- 
moted them to the limit. 

Viewing the picture of the early 
Summer of 1935, he figures out that 
now is the time for another audacious 
merchandising move. 

In a season when hundreds of pat- 
terns have been presented to the pub- 
lic, he reasoned that short lines on 
freak patterns made a poor stock for 
a busy store to carry. The customer 
spent more time in making a selection 
between patterns and the inevitable 
outcome was slow selling and a 
jumbled stock of leftovers. 

So he picked a pattern termed the 
“Rumba” and because it was an 
exclusive design, he decided to play 
it in eighty-four different color com- 
binations. 

We picture Mr. Michaels in front 
of the sample case in his own office, 
showing the Spanish design, in two 
heights of heels—flat or high. He 
bought the shoes in all combinations 
—covering sports-spectator wear, day 
time and evening wear. Few patterns 
can be thrown into eighty-four color 
combinations and that is the unusual 
feature of this promotion. 

The most interesting thing in this 
creation of a line, built on one shoe 
was the fact that the pattern has a 
universal application. It is equally 





ing the one-shoe 


in the sample case in his 
office—one of a kind— 
84 numbers—some col- 


lection. 


Joseph Michaels view- 





GAETANO DE LUCA, DISTINGUISHED 
FTALAN BOTTIER TURNS WHIMSICAL 
AND SPANISH © AND DESIGNS THE 
RUMBA WE CONSIDER IT SO SUC 
CESSFUL A SHOE THAT WE PRESENT 
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Joseph Michaels Buys 84 
Color Combinations on 
One Shoe for Saks 


as pretty in the two inch heel height 
as in the flat heel elevation. 

For years it had been thought im- 
possible to design pretty shoes in low 
patterns, but Gaetano De Luca, the 
designer of these shoes, discovered that 
the pattern had an infinite variety of 
possibilities and he went the limit 
thereon. 


A buyer's delight. Every 
leather, material and 
color in one pattern so 
every woman can be 
satisfied. 
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it’s WHITES for Summer ... DE LUXE for Sales! 


Retailers looking for smart, beautiful WHITES of outstanding value find that 
De Luxe Littleways completely fill the bill. The entire line is just as impressive 
as the six we're showing and will win you a large slice of summer business. 


De Luxe WHITES are IN STOCK, ready to move and keep pace with your 
sales. Order your first shipment NOW! 











NEW YORK CITY SALES OFFICE - 944 MARBRIDGE BLDG. 
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Learn to Smile—for It's Spring— 


sunny—and shoes deserve a pleasant 


presentation. 


By JOHN HARRIS 


Ml 

Goop morning!” “Good after- 
noon!” — 

Did you say it today? 

If you did, good for you! If you 
did not, well, it’s just too bad! 

Did you ever go into a shop and 
have a salesman approach you with 
one of these cold, down-in-the-mouth 
“What do you want?” looks, as much 
as to say, “Who left the door open?” 
Now, frankly, what would you think 
of that individual or shop? Would 
you say that individual really rep- 
resented that shop? With no smile 
of welcome, why—you feel that you 
are an intruder rather than a guest. 

No smile of welcome in the ap- 
proach, no favorable impression is 
made. 

There is nothing like a smile to 
make a person- comfortable and at 
ease. The wrinkles of a smile never 
need beauty treatment. 

A smile always brings an answer, 
even if it is a silent one. It seems 
to say, “I like your shop because 
you are always so cordial and plea- 
sant.” 

“Cream always rises to the top 
because it’s richer than milk.” Just 
so with the “cream” among sales 
people. 


Learn to smile, but be sure it 
is a smile, not a grin. There’s a 
difference. The grin says, “I 
have to”; the smile says, “I 
want to.” 


There is nothing that goes so far 
and costs so little as a smile. You 
can make your smile “earn money” 
for you, for there is nothing that 
will bring you quicker response— 
from a timid person—than a smile. 

The “bump of good nature” is a 
swelling that never hurts. 

It’s not so much what you think 
of a customer but what you can get 
the customer to think of you that 
counts. 


A smile is a gift that the hum- 
blest may boast of 

And something the humblest 
may well make the most of; 

Start out in the morning and 
each hour of the day 

Wear it and use it as much as 
you may. 


* Don’t keep it hidden in corners 


or grooves, 
You'll find that with smiles your 
business improves. 


Now, while we advise you to smile 
to create a feeling of friendliness— 
don’t overdo friendliness. 

The judge of a western town asked 
the accused, “What did you shoot 
him for?” 

“Well,” said Bad Bill, “He didn’t 


like the looks of my four aces and 


called me a name I don’t take from 
no stranger of short acquaintance.” 

Most people have a private list of 
things they “won’t take from stran- 
gers.” There are little familiarities 
that they “reserve” for their close 
friends. 

Nothing more quickly arouses re- 
sentment than for someone to tres- 
pass inside the line of propriety. 

That is one reason why some sales- 
men often lose the very customers 
that they have made the greatest e/- 
fort to please. They overdo it. Being 
friendly is one thing, being familiar 
is another. 

A customer lost through indiffer- 
ence may come back. One lost 
through resentment will never re- 
turn. 

Several common forms of familiar- 
ity that are especially to be avoided 
are: 

Never touch a customer’s person 
unnecessarily : 

The slap on the back in greeting. 
Hand laid on arm for emphasis. 
Undue “pawing” is out. 

Never greet a customer boister- 
ously. 

Never talk to a customer about 
your personal affairs. 

Never repeat gossip about other 
customers. 

Never urge your own preference 
too strongly as an argument for a 
sale. 

These and other faults due to some 
form of familiarity may all be 
avoided. Just remember one thing. 
Respect the Customer! 


Smiles—to bring you near 
Respect—to cause you no fear. 


Read, Heed and Remember! 
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The returning vogue of patent leather and the 
preference for Colonial are evidenced by constantly 
increasing sales of both Colonial Black Patent and 
Colonial Colored Patent. The most popular colors are: 


COLONIAL No. 99 
MASCARA BROWN 


COLONIAL No. 113 
MARINE BLUE 


COLONIAL No. 198 
TAILLEUR GREEN 


COLONIAL No. 196 
OXBLOOD 
and GUN METAL 
PATENT 


COLONIAL TANNING CO. 
BOSTON, MASS. 
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WINDOWS 
MADE TO SELL 








John Ward Store . Fifth Avenue 








SHOWING men’s shoes attractively in windows is a 
real problem with a lot of shoe stores. It’s a problem, 
we suspect, that some merchants haven’t really tried 
to solve, at least not as hard as they might have tried. 
The sameness, monotony of appearance and absence of 
creative originality that characterizes so many men’s 
shoe windows is evidence of a certain lack of effort 
that seems all the more lamentable because the men’s 
shoe business stands so much in need of constructive 
promotional effort. 

The John Ward shoe stores, however, stand out as 
a notable exception in this regard. Their windows 
have the smartness of appearance, the element of 
novelty and freshness, that interests customers and 
makes them stop and look. When you can make a 
man do that, you have at least advanced the first step 
toward selling him. And if your windows are good 


enough, you can very likely persuade Mr. Man to take 
the second step and walk into your store. The job is 
up to your salesmen then. . 

John Ward window displays start with the plan of 
the windows themselves, which are boldly different 
from most shoe windows, in that they are rounded 
instead of angular in form. The windows in the beauti- 
ful Ward store on Fifth Avenue, New York, from 
which the accompanying illustrations were taken, are 
possibly the most noteworthy examples of this design 
and treatment. In the center of the entrance is a great 
circular island display window which forms the set- 
ting for many unusual displays of men’s shoes. 

That these windows actually do stop the busy traffic 
of Fifth Avenue is easily apparent to anyone who will 
but pause in front of the store on any day of the week 
and observe the number of men who not only slacken 
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THE MAN .... 


ALFRED O. PISER 


Window Display Expert for John 
Ward and Thom McAn stores 


their pace and come to a halt in front of the store in 
order to inspect the windows facing on the street, but 
who actually make the entire circuit around the island 
to look over all the shoes exhibited in the broad ex- 
panse of window space. And that’s a real tribute, not 
only to the enterprise of the organization behind the 
business but also to the ability and ingenuity of one 
man, Alfred O. Piser, window trim expert for the John 
Ward stores. 

The displays illustrated herewith are of particular 
interest because of the new type of display fixtures 
used, a type of display unit recently introduced in all 
the John Ward stores. These fixture were executed by 
Cyrille Steiner Studios, New York, to carry out the 
ideas of Mr. Piser, who explains the purpose back of 
them as follows: 

“In designing our new John Ward window fixtures 
our principal objective was to make it easier for win- 

[TURN TO PAGE 44, PLEASE | 


New Type of Window Fix- 
tures in Use in John Ward 
stores, in New York. 
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FOUNDED 1912 











“An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety" 


Business Outlook 


AIR and warmer with a substantial rise 
Fes Spring retail activity along the Atlantic 

Coast and through the Mid-West. All 
other sections of the country should experi- 
ence good days of action in shoes. 

The amazing thing about the entire busi- 
ness situation is that in spite of rains, dust 
storms, the late Spring, hesitancy in govern- 
mental action, uncertainty in legislative ac- 
tion, trade has been sure and steady how- 
ever slow. It is evident that no matter what 
the condition of outside factors, business is 
on the way to recovery. The function of 
buying has reached a more normal state in 
the public mind and good business in almost 
all branches of retailing is at hand. 


What is the Plan of Relief Dis- 
tribution in Your Town ? 


Would you like to get from National 
Headquarters the plans used throughout the 
country in the distribution of relief shoes 
through retail stores where the person can 
get shoe service, fitting and the most for the 
relief dollar? In many communities local 
associations have been fighting the ware- 
house method of distribution. It is un- 
American and un-democratic for the person 
on relief to have shoes virtually thrown at 
them. Every person, even those on relief, 
deserves the professional skill of the retail 
shoe man. 


Every Member Get a 
Member! 


We need members—every organization 
needs members! The strength of any or- 
ganization depends on the number of its 
members. No matter whether that strength 
is to be used to combat harmful legislation 
or to analyze merchandising or shoe style 
tendencies. Roosevelt once said “Every man 
owes something to the industry of which he 
is a part.” And every shoe retailer that is 
a member of the N.S.R.A. should cooperate 
in our campaign for members so that we 
may increase the range and effect of retailer 
opinion and action through this organiza- 


HIRTEEN states already have retail 
‘| laws and two more states have bills 

before legislatures that intend to levy 
a graduated scale of taxes on retail firms. 
While this tax places the greatest burden 
on the chain organizations, it is nevertheless 
effective on the independent retailer. 


PROPOSED TAXATION 


PENNSYLVANIA—Rate of tax: first 
store, $1; second to fifth, $5; sixth to 
tenth, $10; tenth to fifteenth, $20; fifteenth 
to twentieth, $30; twentieth to thirtieth, 
$35; fiftieth to seventy-fifth, $200; all stores 





in excess of seventy-five, $250. 


NEBRASK A—Rate of tax: first store, 
$3; second to fifth, $10; sixth to tenth, $25; 
eleventh to fifteenth, $50; sixteenth to twen- 
tieth, $150; all stores in excess of twenty, 
$250. 


EFFECTIVE TAXATION 


ALABAMA—Rate of tax: first store, 
$1; second to fifth stores, $10 each; sixth 
to tenth, $15 each; eleventh to twentieth, 
$25 each; twenty-first and over, each $75. 


FLORIDA—Rate of tax: First store, 
$5; second to fifteenth stores, $15 each; six- 
teenth to thirtieth, $30 each; thirty-first to 
fiftieth, $50 each; fifty-first to seventy-fifth, 
$75 each; in excess of seventy-five, $100 
each. The law also provides for the taxa- 
tion of stores by counties and municipalities, 
each in an amount of 50 per cent of the 
State tax on stores within their respective 
boundaries. 


IDAHO—Rate of tax: First store, $5; 
two stores, $10 each; three stores, $20 each; 
four stores, $35 each; five stores, $55 each; 
six stores, $80 each; from six to 20 stores, 
each added store increases the tax $30 per 
store, reaching at 20 stores a tax of $500 
for each store and continuing at $500 for 
each store in excess of 20. 


INDIANA—Rate of tax: First store, $3; 
second to fifth stores, $10; sixth to tenth, 
$20 each; eleventh to twentieth, $30 each; 





tion. 


all in excess of 20, $150 each. 


Survey of Retail Store Taxation 


LOUISIANA—Rate of tax: Second to 
fifth stores, $15 each store; sixth to tenth, 
$25 each; eleventh to fifteenth, $30 each; 
each additional group of five stores increases 
$10 per store, to forty-sixth to fiftieth stores, 
$100 each; and each store in excess of 50 
at $200. 


MAINE—Rate of tax: First store, $1: 
second to fifth stores, $5 each store; sixth to 
tenth, $10 each; eleventh to fifteenth, $15 
each; sixteenth to twenty-fifth, $25 each; in 
excess of 25 stores, $50 each. 


MARYLAND—Rate of tax: Second to 
fifth stores, $5 each store; sixth to tenth 
stores, $20 each; eleventh to twentieth 
stores, $100 each; all in excess of 20 stores, 
$150 each. 


MICHIGAN—Rate of tax: Second to 
third stores, $10 each store; fourth to fifth 
stores, $25 each; sixth to tenth stores, $50 
each; eleventh to fifteenth stores, $100 each; 
sixteenth to twentieth stores, $150 each; 
twenty-first to twenty-fifth stores, $200 each; 
all in excess of 25 stores, $250 each. 

Retail tax laws are also in effect in 


MINNESOTA, MONTANA, NORTH 
CAROLINA, SOUTH CAROLINA and 
WEST VIRGINIA. The rate of the taxes 


in these States will appear in the next issue. 





Association a Vital Aid 


bbe Chamber of Commerce of the 
United States expressed the opinion 
that many of the activities carried on 
by code authorities are valuable and 
beneficial and the benefits accruing 
therefrom should be retained by and 
available to industry. But it was point- 
ed out that code authorities are limited 
in their field of activities and are under 
Government control and_ supervision. 
Respecting the functions of trade asso- 
ciations, the committee said: 

“The experience of the past two years 
has demonstrated conclusively that 
VOLUNTARY trade associations have 
a vital and essential purpose in pro- 
moting and maintaining industrial self- 
government. 








The N.S.R.A. Style Reports are a great contribution toward anticipations in manufacturing and efficiency in retailing. 
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Service Center—3022 Empire State Building, New York—John J. Holden, Manager 





PRESIDENT M. A. MITTELMAN 


The theme of the N.S.R.A. Style Con- 
ference was set by President M. A. 
Mittelman when he pointed out the 
sportsmanship and cooperation of con- 
ference meeting; he said: “It is now a 
question of an idea for an idea and a 
truth for a truth.” 

* * * 

The members of Women’s Style Com- 
mittee while surveying the vast fields of 
trends in style suddenly found that they 
were dealing with merchandising rather 
than fashion foundations, and so they 
underscored this far-reaching statement 
in their report: 

Fashion is due for great changes that 
will occur quickly and which may cause 
upheaval to merchandising plans made 
too far in advance. This is a period of 
unrest, upheaval, changing opinions. 
Fashions reflect this economic movement 
in their restlessness, their rapidity of 
change. 

* * * 

The Men’s Style Meeting unearthed 
new possibilties for the stimulation of 
sales in men’s shoes through dramatiza- 
tion. The new color names give a 
“doggy” touch to promotional possibili- 
ties. “Take a chance on a third” and 
“Advertise the FOUR seasons” ring as 
sales campaign cries in the Report on 
Styles by the Men’s Style Committee. 

* & *& 

“Business can be ‘shoed’ back to pros- 

perity.”—Ray Twyeffort. 





Idea for an Idea and 
A Truth for a Truth 


Address by M. A. MITTELMAN 
at the N.S.R.A. Style Conference 


OR 18 years the National Shoe Retail- 

ers Association has kept alive the con- 

ference spirit. It was born when the 
World War regulations were proposed— 
limiting production, types of shoes and 
prices. The entire industry was com- 
pelled to abide by the decisions of those 
early war conferences. Following the 
war, it became a voluntary conference 
and because ruthless individuality was 
the order of the day, the conference had 
desertions in spirit and in person. But 
the National Shoe Retailers Association 
never lost faith in the idea of conferring 
with other factors in the trade as to the 
path and progress of fashion and color 
in footwear. 

We have preserved the useful charac- 
ter of the conference for 18 years be- 
cause we believe, with John Wanamaker, 
that: “Every man in business will have 
a hard road to go and he will have to 
find its turnings; but he need not go in 
the dark, if he will take with him the 
light of other men’s experience.” 

So the conference grew again, until 
today—when the world is again in com- 
bat, but this time it is an ecoonmic war 
and we stand proposing, not limitation 
but expansion of trade. Not on a com- 
pulsory basis, but on a voluntary plan 
of: “Come and confer with us—the ulti- 
mate distributors of the product of the 
industry. 

So today we have tanners, manufac- 
turers, allied trades and other industry 
as well in conference under our banner. 
We are all gathered together for one 
purpose—the social responsibility of the 
merchant of shoes to plan ahead in the 
public interest. 

We have indeed kept faith with the 
industry, as well as the public, by doing 
everything possible to increase economic 
planning so that goods and services may 


be anticipated with confidence and 
safety. 

Without our fashion forum, this indus- 
try would revert back to the “hunch, 
hope and perhaps” of style prediction 
that existed when there was no order in 
business other than “an eye for an eye 
and a tooth for a tooth.” We have 
changed that by holding a conference 
that exchanges an “Idea for an idea and 
a truth for a truth.” 

So I welcome the industry in its en- 
tirety, to join with us in planning a new 
and better Fall and Winter season. We 
retailers have high hopes for next Fall. 
It was Gatti Casazza who said a month 
ago in New York: “I have been in the 
show business for 27 years because I 
knew that the theater is built to be full, 
not empty. 

I have been in the shoe business for 
almost as many years and I say the same 
thing. Shoe stores are built to be full 
not empty and it is up to us, these two 
conference days, to plan in the public 
interest those styles and colors in foot- 
wear that will increase the sale of shoes 
in every store in America. 

We are in a season of new things. 
Some types of shoes never before 
thought of—which reminds me of what 
Senator Allen of Kansas said: “I am in 
the position of the colored deacon who 
went to hear a new preacher. When he 
got home, he said to his wife: ‘Dat new 
preacher am a man of great faith and 
a man great in prayer. You know, dat 
new preacher asked the Lord for things 
that the old preacher didn’t know the 
Lord had.’ ” 

If the American public is going to 
ask for things that the old-time shoe man 
didn’t know anything about, it is the 
function of this conference to tell the 
why and wherefore of the new colors and 
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Tongues Tell Golf Shoe Story 


[CONTINUED FROM PAGE 19] 


can afford two pairs but for whom the 
difference in two types is not great 
enough, or one to whom the novelty 
idea of the kiltie appeals but the desire 
for the conservative is inherent. Here 
is the possibility for a two-pair sale, 
since the tongue can serve to augment 
the difference in styling of one of the 
two shoes being shown. Consider also 
the added novelty point to a customer 
who demands something new in golf 
shoes. Perhaps a pattern on which 
your sizes are short. The addition of 
a tongue to a shoe on which your sizes 
are rounded out may make just the 
substitute for which he is looking. 

Retailers tell us there is a nice profit 
in such business at a dollar a pair. 
Seventy-five cents for tongues and a 
quarter will pay for the stitching. At 
the same time consider the possibility 
of increased interest in the decorative 
novelty tasseled laces for use, as shown 
in the photographs, with the new 
punched tongues. 

Golf shoes by their very nature pro- 
mote themselves. They are a one-pur- 
pose shoe and do not interfere with 
another sale. Golf professionals are 
constantly preaching the necessity of a 
correct shoe for a good game and the 


dire need for two pairs or more of golf 
shoes for active golfers. Your local 
professional, if he is like most golf pro- 
fessionals, is a dyed-in-the-wool pub- 
licity hound and very likely will work 
with you to sell more golf shoes. For 
more golf shoes make more golfers. 

This type of merchandise is a very 
lucrative one for the merchant because 
of added items which he can sell in con- 
junction with shoes—special polishes, 
spikes of varying constructions and sev- 
eral varieties of shoe trees. Most golf 
merchandise carries an autograph of a 
golf professional, and golf shoes seem 
to be no exception. Several of the bet- 
ter-grade lines carry the autographs of 
well-known professionals, which, when 
tied up with national advertising, 
photos of these professionals and golf- 
ing’ magazines, make splendid promo- 
tional material. In planning your golf 
shoe promotion remember that today, 
if ever, golf is the game for a man or 
woman with an extra dollar in their 
purse. It is also a game for the man 
or woman who is sensitive to the newest 
in styling. Never let a golf shoe sale 
interfere with a regular sale, but, on 
the other hand, never let the opportu- 
nity to promote a golf shoe sale slip 
through your fingers. 





3 New Fashion Viewpoints 


[CONTINUED FROM PAGE 25] 


When we talk construction in our 
advertising aren’t we merchandising 
from the wrong side out? Aren’t we 
selling our goods from the back end of 
the shop looking toward the front, in- 
stead of from the outside in, as our 
customers look at us? 

We’ve all had the experience of being 
on the floor and seeing a sale either 
slowed up considerably, or lost entire- 
ly, by an overambitious salesperson 
trying to impress the customer with 
his knowledge of shoemaking. We 
have seen the customer freeze up and 
get bored when the subject of construc- 
tion of the shoe was brought up. 

My analysis would be that the con- 
sumer buys a pair of shoes, pays the 
price asked for it, and assumes, re- 
gardless of construction, that the shoes 
are the right type for him, and that 
the quality is commensurate with the 
price. Otherwise he would not have 
selected that particular store on which 
to bestow his patronage. 

Taking an example from my own 
experience, I recall reading an adver- 
tisement a year or so ago extolling 
the virtues of a group of hand-made 
ties that a store was offering at the 
attractive price of $1.00 apiece. The 
construction was dwelled on at great 
length, and I, like others, was con- 
vinced that a bargain was at hand, and 


that I would be foolish to pass up the 
opportunity. 

I shopped early, as the ad advised, 
and was disappointed to find that the 
ties looked like any other dollar ties, 
and that the patterns and materials 
were nothing more than you might 
find anywhere at the same price. 

The next day another large ad of 
hand-made ties appeared—this time 
over the signature of another store, 
and announcing the astounding fact 
that its hand-made ties were only 
95ce. My reverence for hand-made ties 
slumped a trifle, 

You can imagine my opinion of hand- 
made ties by the end of the season, 
therefore, when both stores got. down 
to the business of offering them at 55c, 
two ties for a dollar. Being a con- 
sumer, the words hand-made, when 
applied to ties, now have very little 
significance to me. 

It has come to be my opinion, there- 
fore, that as shoemen, our belief in 
the importance of advertising shoe con- 
struction results not from the con- 
sumer’s point of view, but purely from 
our intimate connection with trade de- 
tails. 

It is impractical and practically im- 
possible to lay down a formula by 
which a merchant or manufacturer 
might determine whether or not he is 
being ethical. A list of advertising 


11, 1935 


and merchandising “don’ts” would be 
much more to the point: 

DON’T use misleading advertising. 

DON’T make destructive statements 
about competitors. 

DON’T do anything that the Better 
Business Bureau can get you for. 

Is it necessary to tell a conscientious 
merchant what to do or not to do in 
order to be ethical? 

He knows what’s UNETHICAL when 
the other man does it, and he knows 
what’s unethical when he himself does 
it—and before he does it. And he 
knows that if he keeps on doing un- 
ethical things that he will be called 
for it sooner or later, not only by his 
competitors, but by his own customers. 

The subject of trade ethics, like 
social, financial and professional ethics, 
is, on last analysis, just plain good 
business, under a fancy name. It is 
a set of rules developed among a cer- 
tain group having a common cause, 
which has as its basis morale and fair 
play. 

Someone said that good manners, or 
ethics, are nothing more than good 
horse sense, because a horse that knows 
enough to give and take will fare 
better in the barn than one which is 
always kicking at the other horses. 

It takes no great sense of justice to 
determine how to run a_ business 
ethically. There is only one criterion 
by which to go—and that is determined 
purely by selfishness. What procedure 
will keep me in business the longest, 
make it possible for me to sell the same 
customers next year, and the next, and 
will at the same time show me a profit 
at the end of each year? 

That method of doing business is the 
HONEST method—playing my own 
game, always building good-will, and 
remembering that every sale must 
create such satisfaction as will lead to 
a future sale. 

Ethics, therefore, can be defined as 
an attitude of mind that causes a man 
to act in such a selfish manner that 
his business will be maintained by the 
general public which he has not de- 
ceived. 


New England Production Gains 


Boston, Mass.— During the first 
three months of this year, New Eng- 
land produced more shoes than in the 
same period last year. January showed 
the largest gain, 10.5 per cent, and 
March showed a loss of 4.2 per cent— 
the net gain for the quarter being 1.4 
per cent. Although March showed a 
loss as compared with the same month 
last year, production was 15 per cent 
greater than in the previous February. 

Figures compiled by the Federal Re- 
serve Bank of Boston show that pro- 
duction during this first quarter is 
well ahead of the twelve-year period 
beginning in 1923 and ending last 
year. “This record, however,” com- 
ments the bank’s statistician, “is based 
entirely upon the number of’ pairs of 
shoes produced, without reference to 
changes in either the type, quality or 
price of the footwear manufactured.” 
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Murillo No. 4413 


This sueded design is especially smart for the dressier types of dainty 
footwear. The variation in its curved lines gives an effective high- 
light for contrasting the monotones. There is a depth of tone to ‘ts 
velvety surface which adds richness to its color, whether in black or 
the modish shades; and it is non-crocking. Murillo is sure to give 
suedes a new zestful sales and eye appeal for early Autumn ‘new ar- 
rivals.’ Swatches on request. 


Baku No. 4452 


This new design has strong appeal 
with smart women who love the 
‘fabric’ or woven effect. Two 
finishes, a subdued and a bright, in 
the embossed; and the same design 
sueded (BAKU-CAMEO) gives the 
stylist the opportunity for many 
chic patterns in black, blue, and the 
Autumn browns. Swatches on re- 
quest. 


Tally-Ho 


Tally-Ho No. 4575 


This new and bolder design is espe- 
cally smart for the new Sport and 
Walking types of low heel shoes, 
and will fit into the Autumn picture 
of heavier tweeds and suitings, giv- 
ing just the right touch to Fall en- 
sembles. It will sweeten your stock 
of fast selling numbers in either 
black, blue, or rich browns. Swatches 
on request. 


A COMPLETE SERVICE IN FINE CALF LEATHERS 








most industries, we have been entirely 
too prone to follow that line of least 
resistance which is never the shortest 
distance to adequate profit. In too 
many cases we have been “styling up” 
but “trading down”—so it may well be 
that we should plan “quality confer- 
ences” as well as “style conferences.” 
Certainly we should decide as quickly 
as possible upon some definite, effective 
course of action in connection with this 
problem. 

Another subject which demands our 
attention is as fundamental and more 
important from the standpoint of our 
future as an industry. This is the 
necessity for developing a broad gen- 
eral plan to increase the average con- 
sumption of our product. 

I shall put it as a question: Does the 
average consumer spend as large a part 
of his or her income upon shoes as 
health and well-being require? We shall 
probably all agree that the nays have 
it. Not merely because we are shoe or 
leather men, either, but because we 
know the importance of shoes and their 
relation to foot health. The inaugura- 
tion of Foot Health Week is, I think, a 
sign that this general thought has im- 
pressed many of us. 

Recently, the Research Laboratory of 
the Tanners’ Council made some re- 
vealing studies in foot health, which 
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Give Shoes a New Importance 


[CONTINUED FROM PAGE 20] 


demonstrated scientifically the impor- 
tance of proper footwear for healthy 
feet. It is customary to look at a 
horse’s teeth before guessing his age. 
By the same token, I wonder if life in- 
surance companies would not do well to 
look first at a prospect’s feet. Please 
do not misunderstand me. I do not re- 
call these facts by way of proposing 
that America be made shoe-conscious. 
There seems to be no necessity for 
playing further on the public heart- 
strings by having sweethearts for- 
saken, parents shunned, jobs lost and 
best friends parted as the result of 
some delicate foot troubles. Rather, we 
should use the true facts to give the 
consumer a better understanding of the 
importance of shoes. It is a task which 
concerns every one of our industries, 
and in which success will be measured 
by dividends in national health as well 
as in the increased volume of our busi- 
ness. 

Certain aspects of this broad ques- 
tion are of immediate and definite im- 
portance. They should be foremost in 
our minds and should serve as the 
basis of our thinking about the future. 

It has been brought home to us dur- 
ing the course of the depression that 
the shoe industry, a consumer goods in- 
dustry, is highly stable. But, though 
the record of our industry stands out 


rather conspicuously against the back- 
ground of depressed general business 
activity, it does not tell the whole story. 
The real market for shoes cannot be 

gaged in total production figures. 
Economically, the distributor, the 
manufacturer and the tanner are af- 
fected by a more basic yardstick—the 
per capita production and consumption 
of shoes, which in the peak year of 
1929 amounted to less than three pairs 
—two and ninety-eight hundredths 
pairs, to be exact. While total produc- 
tion in 1933 and 1934 was fairly close 
to the peak of 1929, the per capita pro- 
duction has by no means recovered, 
reaching only two and eight-tenths 
pairs in 1934. I cite these figures de- 
liberately because they are . familiar, 
and because, unless they are properly 
construed, they give a false and mis- 
leading impression. Our comparisons 
ought not to be with 1929 but with con- 
ditions which might prevail if a proper 
standard of per capita shoe consump- 
tion were achieved. It is something of 
a shock to discover that with all the 
progress of the twentieth century, per 
capita shoe production in 1900 was 2.88 
pairs, almost as much as in 1929, and 
greater than in 1934. This is a measure 
of our progress—or perhaps I should 
[TURN TO PAGE 44, PLEASE] 
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Executives of Excelsior Shoes, Inc., Announced 


ROGER A. SELBY 


President 


PORTSMOUTH, OHIO—The newly 
organized Excelsior Shoes, Inc., a sub- 
sidiary of the Selby Shoe Company, 
Portsmouth, Ohio, steps into action this 
month under the leadership of Roger 
A. Selby, president; N. B. Griffin, vice- 
president; A. H. TePas, secretary and 
Treasurer; C. J. O’Neill, general 
manager. 

For nearly fifty years the Excelsior 


- 


Cc. J. O'NEILL 
General Manager 


name has been known to the trade. 
The new set-up, under the name Excel- 
sior Shoes, Inc., will show new growth 
and expansion, as well as continued 
service on long established lines. 

Excelsior has for many years made 
and distributed official Boy Scout Shoes, 
and is well-known as a manufacturer 
of boys’ shoes and oxfords for growing 
girls and women, 

The new line-up will 
announced. 


be_ shortly 


N. B. GRIFFIN 
Vice-President 


A. H. TE PAS 
Secretary and Treasurer 





Protest Shoe Survey Committee 


New YorK—The Board of Directors 
of the National Boot and Shoe Manu- 
facturers Association has protested the 
appointment of the three-man commit- 
tee to make a survey of all phases of 
the boot and shoe industry with refer- 
ence to operation under the code. 

Appointment was made by NRA, of 
Dr. Frederick S. Deibler of Chicago, 
Professor Walter P. Peabody of New 
Brunswick, New Jersey and William H. 
Brown of Buffalo, New York. 

The Board of Directors resolved: 


“THAT in view of present disturbed 
conditions in the industry resulting 
from said investigations, the proposed 
survey, now announced under NRA 
Release No. 11077, without reference 
to, consultation with or approval of the 
Planning and Fair Practice Committee, 
be deferred until a meeting to consider 
the proposed survey can be arranged, 
at a mutually convenient time, between 
the Committee of Three appointed to 
make the survey and the Planning and 
Fair Practice Committee.” 





Various Views on Peasant Shoes 


OMAHA, NeB.—A difference of opin- 
ion as the sales value of peasant shoes 
is found among Omaha shoe men. All 
agree, however, that the Omaha public 
will have to be well introduced’ to 
them before they will be popular. 

“The high school girl and the col- 
lege girl will go for them in a big way,” 
says M. W. Stephen, manager of the 
shoe salon of the Nebraska Clothing 
Company. “All we need to do is to 
exploit them a little and they will be 
the rage. I have a limited number 
here now but can reorder any time. 
I feel they will be good sellers.” 

Likewise G. A. Peck, manager of the 
Brandson Shop, Brandeis Stores, be- 
lieves that the Summer sale of peasant 
shoes will be good. “They are typical- 
ly sport shoes,” he says, “and we are 
now coming into the sport season. I 
believe they will be popular and have 
stocked several styles.” 

First to show the peasant type in 
Omaha was Oscar Swanson, Napier’s 
Booterie. “It will take time for Omaha 
to get used to them,” he says, “but once 


a few of them are worn they will be 
very popular. The shoe man’s prob- 
lem is to get a few of them out on the 
street and to advertise them.” 

Several styles are being stocked by 
I. D. Weiss, Herzberg manager, who 
believes that they will be very popular 
throughout the Summer. “We will see 
them become very popular,” he says. 
“The only thing we will have to watch 
is the cheaper types cutting in on us. 
We are selling a very good grade of 
peasant shoe and one that will hold up 
and we will have to advertise it as 
such. I think they will be big sellers.” 

On the other hand, John G. O’Brien, 
manager of the shoe shop of Thomas 
Kilpatrick & Company, is frowning on 
the peasant style. “This isn’t the 
country for that type of shoe,” he says. 
“The place for this kind of style is 
near beaches and play grounds. We 
have no resorts near here and I do 
not believe the people of locations 
other than those will be very en- 
thusiastic about such shoes. About the 
only recreation we have here is walk- 
ing and golf and the peasant shoe just 
doesn’t fit in.” 
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Give Shoes a New Importance 


[CONTINUED FROM PAGE 42] 


say lack of progress—which cannot be 
overlooked. 

After 35 years of perfecting the arts 
of production and distribution, the 
shoe and leather industries find the 
average shoe consumer in exactly the 
same place. And this failure of per 
capita shoe consumption to grow can- 
not be blamed upon the advent of the 
automobile or any other product of 
modern life. We know, from scientific 
investigation, as well as from our own 
observation and experience, that the 
average consumer today really needs 
more shoes for the maintenance of 
health than did his predecessors. If the 
importance of shoes to modern foot 
health has become obscured in the 
minds of men and women, we have neg- 
lected our market. We have failed to 
keep pace with the dictates of our re- 
search workers and with the findings 
of modern medicine and hygiene. 

There is no need for quoting statis- 
tics to demonstrate the neglect with 
which American people unconsciously 
treat their feet. I should like, however, 
to present this thought: How does the 
average amount spent on shoes com- 
pare with annual expenditures for other 
necessities, in many instances far less 
important? The comparison, particu- 
larly in men’s shoes, is very striking. 
It is estimated that the average man 
spends less than $7.50 for shoes annu- 
ally. Any number of minor necessities 
or luxuries precede shoes in the scale 
of importance as measured by con- 
sumer expenditures. In short, we can- 
not escape the conclusion that because 
shoes have been a staple, because they 
are a basic requirement, the consumer 
has not been awakened to their vital 
importance. 

If the per capita consumption of 


shoes can be raised above the level of 
1900, the present statistical picture 
would change enormously. 

This would require that the average 
consumer realize the physiologic and 
hygienic necessity of wearing shoes 
suitable for the varied needs of work- 
ing, social and sports activities. It 
would require the realization of the 
hygienic value in merely alternating 
the use of ordinary street shoes, to say 
nothing of completely changing one’s 
entire shoe wardrobe with the change 
of seasons. Such changes in consumer 
ideas, if they resulted in the average 
purchase of an additional pair of shoes 
each year, would increase total shoe 
consumption 35 per cent. 

Production of both shoes and leather, 
and retail turnover would increase pro- 
portionately. Such an increase is by no 
means impossible or fantastic; it is a 
goal within reach—the accomplishment 
of which would mark the solution of a 
basic problem of our industries. 

By and large, we have been too com- 
placent in the past toward our market. 
We have been content to produce shoes 
and leather which have established new 
standards throughout the world. Our 
methods of distribution, our ability of 
honestly meeting the consumer’s needs, 
are unexcelled. We have not, however, 
had the satisfaction of seeing new 
paths beaten to our doors; the con- 
sumer jogs along the same trail of lim- 
ited per capita consumption that was 
traveled 35 years ago. 

Let us therefore beat a new path to 
the consumer by giving shoes a new im- 
portance—their proper status among 
the necessities of modern living. It is 
our task—it appeals to our joint inter- 
est—and calls for our united effort. 





Forward Into Fall 


[CONTINUED FROM PAGE 23] 


leather is undisputed. And patent for 
all-over shoes has significance for high 
style shoes. It fits into that new 
greater simplicity of treatment. Third, 
printed suedes have blossomed out in 
thousands of patterns. 

These patterned suedes, variously 
called demi-suedes, semi-suedes, em- 
bossed suedes, etc., will be used in 
novelty shoes, chiefly in dress types, 
where they are expected to have a big 
play. Kid suede and smooth calf and 
grained calfskins remain the favorite 
leathers in all grades. Alligator is well 
adapted to simpler treatments and the 
new, livelier color scheme. 

Fabrics were naturally not included 
in the leather exhibits. But fabrics 
were not forgotten by the retailers in 
their style discussion. Opinion is 
divided into two camps on this point. 

Some merchants feel that the out- 
standing success of fabrics this Spring 
and Summer is a good reason for con- 


tinuing to feature them this Fall. 
Others believe that this is the very 
reason for not featuring them because 
they offer no change of pace in a new 


season. Sections of the country where 
the Fall season is long, and lighter 
clothes are worn later, seem to be the 
best spots for Fall fabric shoe pro- 
motion. 

In basic pattern there seems to be 
one theme that runs through all the 
advance collections we have seen. And 
that theme is the tongue. Whether a 
shoe is a monk, a Colonial, a belted 
oxford or an Empire shoe, or what 
have you, the tongue’s the thing you 
notice first. Without question the sen- 
sational success of the Kitzbuhel 
started it all. The extended tongue of 
the peasant shoe has focussed the de- 
signer’s attention on this line. And a 
very attractive line it is—a very effec- 
tive way of creating the covered-instep 
silhouette. 
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Ohio Convention Plans 


CLEVELAND, OHIO — The Ohio Shoe 
Retailers Association will hold its an- 
nual convention and Midwest Fall Style 
and Buyers Conference here June 16, 
17, 18, 19385. Judging from present 
indications, this promises to be a con- 
vention of unusual interest. 

The Carter Hotel is the headquarters 
and already many reservations have 
been made by shoe manufacturers from 
all over the country, ‘who realize the 
opportunity to show their lines to buy- 
ers, not only in Ohio, but from the sur- 
rounding States. 


Windows to Sell the Man 


[CONTINUED FROM PAGE 33] 


dow shoppers to find what they were 
looking for in our windows. We had 
previously used the conventional type 
of vertical shoe stand which, while it 
lent itself to the greatest utilization of 
the cubic content of window space, at 
the same time made a confused display. 
Confused because these fixtures would 
not lend themselves well to group class- 
ifications of shoes. In addition, these 
fixtures would not permit setting one 
pair of shoes apart from other shoes 
in the window. You looked at a shoe 
displayed on one of these stands and 
your gaze was distracted by other shoes 
on other stands to the rear or at the 
side, but in your same line of vision. 
In looking at a window full of these 
shoe stands you were very apt to get 
the impression of a ‘forest of shoe 
stands.’ 

“The new fixtures possess none of 
these disadvantages. They do make it 
possible for us to break down our line 
into groups. It is the same as if one 
looks at a long column of figures— 
unless they are arranged in some 
special order or broken down into some 
kind of grouping one comes away from 
them with no clear idea of what the 
list contains. In addition, each shoe 
displayed on these new fixtures is set 
apart from all the other shoes—it is 
framed much as a shoe would be 
framed with white space in a news- 
paper advertisement. We think, too, 
that these new fixtures are in proper 
balance in relation to the shoes which 
are displayed on them. That is, there 
is not too much fixture in relation to 
the shoes; the fixtures do not obtrude 
themselves unduly as they might if 
they were platforms rather than plane 
surfaces. Finally, our new fixtures are 
flexible; they may be arranged in a 
variety of ways to give a wariety of 
effects. 

“Of course, there is a greater need 
for this type of fixture in some win- 
dows than in others. So many of our 
John Ward windows are comparatively 
small for the number of shoes which 
must go into them, so many of them 
are quarter round rather than long 
and narrow, that they present display 
problems peculiar to themselves. We 
hope that our new fixtures are going to 
solve these problems.” 
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THE PANCO 


STATITE 


HEEL 


The heel of 100% resilient rubber—that can be worn to wafer thin- 
ness—that always fits snugly at the edges—that has no ugly nail holes 
—the superior Panco Sta-Tite—the only heel with the patented wire 
mesh construction which makes these advantages possible. Many man- 


ufacturers are using them—any will if you ask him—costing no more 


than any good heel. 


PANTHER PANCO CO. 


CHELSEA, MASS. 


THE 
STA-TITE 
- Heel, with its unique 
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THE CORRECT SHOE 


PROPR-BILT 


FOR GROWING FEET 


PRESENTING 
PROPR-BILTS 
FOR FALL 


America’s first scientifical- 
ly correct shoes for growing 
feet again lead the way for 
better sales with their smart 
new fall samples. This week 
Propr-Biilt salesmen are en- 
thusiastically going forth to 
present to the trade Propr- 
Biit’s finest line of shoes. 





There are many distinctive 
new styles, additions to the 
Stock Department and other 
improvements to make this 
sale producing line even 
more outstanding. 


No wonder that more deal- 
ers are making way for 
Propr-Bilt Shoes in planning 
their fall selling. Thev 
know that Propr-Bilts, now 
selling in most of the lead- 
ing shoe stores of the coun- 
try, represent their best bet 
to build a permanent chil- 
dren’s shoe business. 


Take advantage of Propr- 
Bilt’s inevitable sales build- 
ing record. Write today for 
more details. 


in O'Donnell 


SHOE 


r 
N 
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Steady Advance in Sole Leather 


Lynn, Mass. — Leather inflation is 
going on here. That’s the new term 
for mark-up of prices and boom in 
business. 

Sole leather is up by four cents for 
this month. Upper leather has been 
marked up by from five to ten per 
cent. It looks as if leather for shoes 
sure would cost more. And so the 
question as to whether to mark up 
prices and maintain quality, or whether 
to keep prices down, and cut quality. 

One Lynn firm paid the other day 
nine cents a pound more for sole 
leather than it did in early January. 
That’s an increase of 30 per cent. The 
leather is of the heavy weight, better 


| grade stock, that is suitable for out- 
| soles. 


For shoulders, suitable for insoles, 


| 26 cents a pound was paid last week 


against 18 cents in early January. 
Two chief reasons are given for 
leather inflation. One is the scarcity 
and high prices of hides and skins, both 
of which have advanced strongly the 
last few weeks. The other is the un- 
commonly large demand for the heavier 
sorts of leather, such as bottom stock. 
The federal government has bought 
large quantities of footwear, and, ac- 
cording to current reports, is going to 
buy much more. The U. S. Army is 
to be built up. The soldiers will re- 


quire more shoes. The reserves, built 
up after the war, have run low. The 
forestry corps is to be doubled. So 
more forestry shoes. 

The government, by buying shoes, 
creates a demand for leather, and when 
the government goes after leather, the 
civilian buyers have to meet the com- 
petition. That’s axiomatic. 

The government has a few million 
drought hides in storage. They’re 
worth more than when put into stor- 
age. There is no present news as to 
when they will be brought forth and 
made into leather. It’s doubtful if 
any of them can be made into heavy 
leather like sole leather. 

Cattle on farms are fewer. The 
drought destroyed millions of them. 
The slaughter of cattle, and the pro- 
duction of hides, is smaller than for 
years. It will take two years or more 
to build up the herds. So a prospect of 
a small supply of domestic hides for 
many months. 

As for foreign hides, considerable 
quantities of which are used in making 
leather for shoes, much depends upon 
the rates of exchange, and, also, the 
requirement of foreign countries for 
leather for shoes and other goods. Some 
foreign countries have been buying 
hides in world’s markets at higher 
prices than American tanners. 





Kalisky Heads Membership Drive 


MILWAUKEE, Wis.—President L. L. 
Imig of the National Shoe Travelers 
Association has appointed Joseph 


| Kalisky of Los Angeles chairman of 


the association’s membership commit- 
tee, which plans to add many hundreds 
of new members during the course of 
the year. Chairmen of subcommittees 
have also been named from the mem- 
berships of the regional associations 
affiliated with the N. S. T. A. and an 
effective argument—that the N. S. T. A. 
is actively engaged in protecting the in- 
terests of the traveler under the code— 
is being used. It is hoped that not 
more than a few years will have 
elapsed before every commercial shoe 
traveler will be an active and loyal 
member. 


For Early Fall Opening 


York, Pa—The York Shoe Retailers 
Association at its April meeting, held 
on April 29, after a luncheon in a 
local cafeteria, decided to ask BooT AND 
SHOE RECORDER to repeat again this 
year its campaign for getting the Fall 
footwear season underway by Aug. 15. 
The local retailers, in comparing nates, 
found a heavy early buying last Fall 
in York and vicinity and were agreed 
that it was attributable in a large ex- 
tent to the RECORDER’S campaign. 

The York shoe men ‘decided among 
themselves to withhold ‘drastic reduc- 
tions on white shoes until Aug. 1, and 
are seeking the cooperation of non- 


members in the plan. Letters are being 
sent under the signature of the presi- 
dent of the association asking those not 
in the association to help make it effec- 
tive. 

The local association has joined with 
other retail bodies in combating types 
of legislation, before the State Legisla- 
ture slated to do great harm to re- 
tail stores and retail sales. 


Must Keep Up and Coming 


OmAHA, NesR. — A shoe merchant 
must have a little gambling blood in 
him to make a success, according to M. 
W. Stephen, manager of the shoe salon 
of the Nebraska Clothing Company. 

“One cannot always guess just what 
the public is going to like and neither 
can one gauge the popularity of cer- 
tain styles. The successful shoe man 
must keep abreast of the times. He 
must have the new things in his store 
regardless of whether his customers 
buy them or not. When people come 
into a store they expect to see what 
is new and dashing. If it isn’t there, 
they put that store down as a back 
number and will not return. 

“In order to keep your customers, 
you must take a gamble on some of the 
newer types of shoes which are offered. 
Some times they are popular. Other 
times you do not sell many of them but 
the feeling of confidence you have cre- 
ated in your customers is worth the 
small loss you have to take on the fad- 
dy merchandise.” 
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WHETHER or not you go places this Fall depends on the 
decisions you make NOW. To get profit, you must get 
turnover. Pick the right line — The Douglas Line — and 
your worries about turnover are ended. 

Douglas is definitely America’s OUTSTANDING 
shoe today! The name has been known from coast to 
coast for more than a half-century. . . . Douglas Shoes 
are made by union workers in the world’s leading shoe- 
center. They're made on the ALL-LEATHER STAND- 
ARD. ... They're nationally advertised. ... We have a 
complete range of “in stock” styles in all sizes and 
widths. ... And Douglas styles are as smart and suave 
as you ever put in your store-window! . . . Retail-prices 
are $3.50, $4.50, and $5.50 - AND THERE’S MARK-UP 
AND TURNOVER THERE FOR YOU! 

Is it any wonder that Douglas Shoes have the 
fastest turnover of any line in America today! ... Is it 
any wonder that some of the country’s smartest and 
most profitable department-stores — including The Em- 
porium of San Francisco, The May Company of Balti- 
more, Gimbel Bros. of Pittsburgh, and Strawbridge & 
Clothier of Philadelphia—are featuring Douglas Shoes! 

You may be in a territory where you can get 
EXCLUSIVE Douglas representation. Write for facts 
on Douglas today. 


W.L. DOUGLAS 
SHOE COMPANY 


BROCKTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 











“Yes! We'll have to fly the rest 
of the way upside down!” 


“... well, asl was saying, the 
leather in Surpass’s new BROWN 
Glazed kid is as beautiful as 
the color itself.” 


Everyone finds it hard to choose between the beauty of the 
color or the leather of our new Colored Glazed Kids. The 
tone of our BROWN, neither too red nor too olive, but just 
in step with the current fashion modes and the decrees of 
the season's stylists and designers, is one thing. The firm 
texture of the selected Kid itself, its tight, even grain and 
soft, lustrous silkiness is another thing. Together, they go 
to make up Glazed Kid offerings that are bound to stimulate 
the upswing in sales and profits that shoe retailers and 
manufacturers are hailing with unconcealed glee. 
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Men's Shoe Styles, 


Official Forecast by 
Waldorf - Astoria Hotel, 


Tue largest and most enthusiastic group of shoe men ever to 

meet under the auspices of your Men’s Style Committee 
wishes to record the highlights of the discussion in the follow- 
ing report. If you use this report as a buying guide, do not 
overlook the staple lines, for this forecast primarily covers in- 
novations in styles, colors, lasts, textures, and presents new 
methods of promoting sales in men’s footwear. 

To make a fashion forecast for footwear, we must first con- 
sider style trends noticeable in the apparel industries. Your 
committee was fortunate in having the cooperation of the out- 
standing men’s apparel observers of the country. As recorded 
by these authorities, there are three dominant trends in men’s 
clothing for Fall. 

(1) There is more opportunity for brown shoes than ever 
before, because of the tremendous variety of newly developed 
suiting patterns that blend with brown footwear. 

(2) Suitings will tend away from the shaggy and rough ma- 
terials, so popular this past Spring, toward the suitings of 
smoother texture. 

(3) Mixed suits will be worn, particularly in the early Fall; 
that is, jacket and trousers of different colors and different ma- 
terials. 

These apparel trends, when transmitted to the shoe indus- 
try, make the following predictions evident. 


COLORS 


Men’s brown shoes should be sold in greater quantities. 
Consensus: of opinion at the Committee Meeting revealed that 
few retailers even hope to reduce the old 70 per cent to 30 per 
cent black to tan, to a 50-50 basis. To cope with this increased 
business in brown, five leather colors have been adopted. 

One of these colors, Bourbon, will carry its flavor over from 
last season. The other four colors, Pointer Brown, Spaniel 
Tan, Retriever Brown, Vintage Brown, offer, in the newness 
of their names, great possibilities for promotion both through 
advertising and window decoration. One other color, Grey- 
hound, has been added to take care of the limited needs of 
the grey shoe. These new names are distinctly mannish be- 
cause of their association with hunting dogs, and your com- 
mittee hopes that full use will be made of them. 

The colors can be catalogued as follows: 

BOURBON—This color enjoys continued acceptance be- 
cause of its versatility for heavy brogued leather types or con- 
servative town shoes. Interpreted in smooth, boarded, heavy 
sports grain or service type leathers. 

POINTER BROWN—darker brown with warm undertone. 
Extremely important for town shoes in both smooth and boarded 
leathers, as well as for Fall versions of service leather country 
types. 

SPANIEL TAN—custom type brogues and other shoes with 
distinctive English saddle details and solid leather soles lend 
themselves best to this lighter russet shade for limited use. 

RETRIEVER BROWN—a new color introduced first in coun- 
try type shoes of “hunting” leather. Admirably adapted to 
more extensive acceptance this Fall in these rugged napped 
leathers for both town and country wear. Also for matching 
boarded leather in combinations. 

GREYHOUND—another distinctive “hunting” leather color, 
chosen especially for country shoes in napped leathers. Also 
suitable for limited use in heavy leathers. 

VINTAGE BROWN—a new version of the brownish Cordovan 
type, now looming as an important contender for volume ac- 
ceptance in both town and country shoes for Fall. 

In the past, the Men’s Style Committee was largely respon- 
sible for the introduction of the white shoe into men’s dress, 
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Fall and Winter 


Men's Style Committee, 
New York, April 29, 1935 


through suggestion, publicity, and promotion. To stimulate 
more sales in the coming season, the Men’s Style Committee 
recommends that these new color names be utilized to the full- 
est extent, so that the consumer, as well as the retailer and 
the tanner, will be made conscious that new brown leathers 
are available and that each new color has a real story behind 
it. It is hoped that retailers and manufacturers will use these 
new color names in referring to the different leathers. 

The apparel industry predicts the trend toward smoother 
materials, and likewise, the shoe industry can expect that 
lighter grains and boarded leathers will be used to a greater 
extent than previously. The heavy Scotch grain, however, will 
still be evident in many sections of the country. It will still 
be attractive in stores doing school and college business, for 
the heavier pebble Scotch grain is admirably in tune with the 
mixed suits. 

Reversed calf shoes should be continued as a factor in early 
Fall business. Your Men’s Style Committee recommends that 
terms such as “reversed calf” and “buckskin” be used instead 
of the more effeminate term “suede,” in order to give a more 
positive and masculine touch to shoes of reversed leathers. 


LASTS 


Recently, increased attention has been paid to short forepart 
lasts, which tend to give patterns of all descriptions a shorter 
appearance. This seems to be the latest development in lasts 

' for men’s shoes, and it is pointed out that shoes built on such 
lasts will have a neater and trimmer appearance, which factor 
should complement the new smooth-finished fabrics. 

It was also brought out that lasts of this type will tend to 
flatter the many very large feet that are to be fitted today. 


“TAKE A CHANCE ON A THIRD" 


At the Fall, 1934, meeting, it was recommended that the 
shoe retailer “take a chance, on a third”—that is, take a chance 
on an extra, a new and different shoe. 

It has been found that this plan as a whole, met with sur- 
prising success. You cannot have business in a new shoe, a 
novelty shoe, unless you show that shoe in your window and 
carry it on your shelves! By having an extra shoe, you lend a 
touch of originality to an otherwise colorless business. The 
Men’s Style Committee recommends that this plan be followed 
for the Fall and Winter. In order to be more specific, we are 
listing a group of shoes which might be considered as “thirds”: 


The Monk Shoe 
New Pattern Plain Toe Oxfords 
Bow pump for evening as opposed 
to the patent leather oxford 
New Pattern Wing Tip Oxfords 
Two-eyelet Oxfords 
Napped finish Oxfords, brown or grey 


Because the men’s shoe industry resorts, for additional busi- 
ness, to its promotional ideas, it is suggested that four seasonal 
selling campaigns be launched during the year. 

The Fall season should start about August 15th, and up until 
— October 15th, the lighter weight shoes should be fea- 
tured. 

From the middle of October on, the emphasis should be 
shifted to the heavier weight shoes. If a proper time is allotted 
to these two divisions in shoe styles, the consumer will become 
more conscious of the need for careful dressing, and also the 
need of an extra pair of shoes. Because seasonal weather 
varies in different sections of the country, it is inexpedient to 


[TURN TO PAGE 62, PLEASE] 
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Kirkendall's 
FAST MOVERS 


@ When your boot stock refuses to 
move, it’s time to “change horses.” 
Don’t waste profits by trying to 
beat “dead” numbers into sales 
action. Put in a line of Kirkendall’s 
“Fast Movers” and -e off to a quick 
start on the road to greater sales. 


Kirkendall boots sell fast because 
we are boot specialists, the largest 
manufacturers of boots exclusively. 
Specialization brings leadership to 
Kirkendall boots in style, quality 
and fit. Our large floor stock which 
is constantly maintained from our 
own factory is at your command. It 
assures you of a wide selection and 
fast service. 


Dealers who have not 
already received our 
1935 catalog, may 
_ have one on request. 


KIRKENDALL 


i BOOT COMPANY 
kp) OMAHA,NEBRASKA 





LOCKSTITCH 


LITTLEWAY ipecatngeenn COMPANY 
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Associations Unite on National Shows 


Retailers and Manufacturers Agree to Conduct One Show Under 
Joint Management in January, 1936 


New York —Action taken by the 
Board of Directors of the National 
Shoe Retailers Association on April 
29 and at a separate meeting of the 
Board of Directors of the National 
Boot and Shoe Manufacturers Associ- 
ation on May 2, resulted in ratification 
of the report of the joint committee to 
unify national shoe shows and to con- 
duct them under joint business man- 
agement. 

The agreement between the two na- 
tional associations covers a proposed 
convention and exhibit for January, 
1936, with the hope expressed that the 
success of that venture will be pleas- 
ing to both associations and that the 
arrangements may continue from year 
to year. 

For some years the idea of a coop- 
erative convention has been under con- 
sideration, but it remained for the 
joint committee to arrange the rap- 
prochement. The plan for unification 
was developed by a committee of the 
National Boot and Shoe Manufacturers 
Association—James E. Wall, chair- 
man; Frank S. Rice, Henry W. Cook 
and Frank Garside; and a similar com- 
mittee from the National Shoe Retail- 
ers Association—Harry E. Fontius, 
chairman; L. E. Langston, Charles E. 
Williams and Edwin Hahn. This com- 
mittee met at Cleveland on April 8 
and came to a preliminary agreement 
on one joint annual convention and ex- 
position, in which both associations are 
to be equally responsible in the admin- 
istration of a convention and exposi- 
tion, and both are to participate equally 
in the net financial returns. 

The committee recommended, and 
the two associations later endorsed, the 
dates of the convention to be between 
January 2 and 15, 1936. The place of 
the convention was not determined but 
was left to the Convention and Exhibit 
Committee of ten, consisting of five 
from each association. This group is 
to have full and complete charge of 
the convention and exhibit of 1936. 
Furthermore, this committee will de- 
termine the type of exhibit, fees, bud- 
get and general program. 

Harmony between the two associa- 





DATES TO REMEMBER 


California Shoe Retailers’ Association 

Convention, Biltmore Hotel, Los An- 
June 10-11-12 

Illinois State Shoe Convention, Leland Ho- 
tel, Springfield, Ill June 16-17-18 

Ohio Retail Shoe Dealers Association 

Annual Convention, Carter Hotel, 
Cleveland, Ohio June 16-17-18 


Pacific Northwest Shoe Retailers Associa- 
tion Annual Convention, Multnomah 
Hotel, ‘Portland, Oregon... .June 17-18-19 

Boston Shoe Fair, Hotels Statler and 
Copley-Plaza July 8, 9, 10 

Michigan Retail Shoe Dealers Association 
Convention, Detroit. ...Jan. 12-13-14, 1936 





tions, long desired, was frustrated in 
October, 1934, by inability to agree on 
the Shugg Plan. The Cleveland com- 
mittee reduced to simple terms the 
necessary points of agreement and in 
short order evolved the plan of 50-50 
management, cooperation and partici- 
pation in the net financial returns. 
So, after some years of conflict, the 
industry faces a harmony of conven- 
tions and expositions that will have the 
effect of reducing materially the cost 
to industry which previously existed 
under the operation of rival shows, 
necessitating duplicate lines of display, 
representatives in both convention 
cities and all the conflict that came 
with the disarrangement of business 
at the big buying event of the year. 
The committee of ten will shortly 
hold a meeting to organize the exposi- 
tion management. The Board of Di- 
rectors of the National Shoe Retailers 
Association authorized the president of 
that association to appoint a committee 
of five and Mr. Mittelman selected 
Harry E. Fontius of Denver, L. E. 
Langston of New York, Charles E. 
Williams of St. Louis, Edwin Hahn of 
Washington and George B. Hess of 
Baltimore. Similar action on the part 
of the Board of Directors of the Na- 
tional Boot and Shoe Manufacturers 
Association authorized President Miller 
to appoint a committee of five and he 
selected James E. Wall, chairman, of 


North Adams, Mass; Murray D. Fine 
of New York, Leo Goodkind of New 
York, H. N. Lape of Columbus, and 
Howard Smith of Chicago. Acceptances 
of committee appointments have been 
received from four of the five members 
of the retailers committee and three 
of the five appointees of the manufac- 
turers committee. As soon as the ap- 
pointments are confirmed or their al- 
ternates appointed, the exposition com- 
mittee of ten will make selection of the 
convention and exhibit city for the uni- 
fied show of 1936. 


Manufacturers Board of 
Trade Anniversary Dinner 


NEw YorK—The bowl of good cheer 
was filled to overflowing on Tuesday 
last as the Shoe Manufacturers Board 
of Trade of Greater New York 
gathered for dinner in the luxurious 
grand ballroom of the Roosevelt Hotel. 
Everit B. Terhune, president of the 
BooT AND SHOE RECORDER, toastmaster, 
introduced the varied list of speakers. 
Morgan Grossman, president of the as- 
sociation; the Hon. James J. Lyons, 
president of the Borough of the Bronx; 
Frazer Moffat, president of the Tan- 
ners’ Council of America; and M. A. 
Mittelman, president of the National 
Shoe Retailers Association— made a 
well-balanced speakers’ program. 

A decided tenor of optimism as to 
the future of Brooklyn-made shoes was 
evidenced in the speeches of these 
leaders of the industry in metropolitan 
New York. 

Following the speaking program 
there was an hilarious entertainment 
featuring Col. J. C. Flippen and his 
Boys. 


Children's Foot Clinic 


New BeEpFrorp, Mass.—One of the 
features of the observance of Foot 
Health Week in this city was a foot 
clinic for children in the store of Louis 
Manelis. The clinic, which included 
foot examination and taking foot im- 
pressions, was held Friday and Satur- 
day, April 25 and 26. It was con- 
ducted by Dr. Harry L. Katzman, a 
registered podiatrist of Boston, who 
also is the owner of a wholesaling busi- 
ness at 186 Lincoln street, handling 
children’s shoes which he has designed. 








¢ 





BOOT AND SHOE RECORDER, May I1, 1935 





















558 White Linen ........-+-:sscereesees 
$4 Last, Short Vamp, 16/8 Cuban Heel 
AA to C Widths 









Terms 2% 10 days, Net 30, F. O. B. Factory 
(25e Service Charge On Orders Less Than 3 Pairs) 








R 1136 Genuine Silver Kid ..............-- $3.35 

R 1535 White Kid $2.10 FB 4iso Black Faille, atin “Sitipping "<2... 2:00 
B A655 Wilte fdnen cc ceccc cco ccscccscs22 M6 4580 Walle Lines .20c022coc cocci fgg MOL Genuine Btlver Hid ....--..000..-+ t.38 
24 Last, Full Round Too, 11/8 Military Heel SE, Se Se, Bae Sees a RB 14691 White Kid ..............0:0.0eeeee 2.35 
eer emcee ane B 1497 Patent Leather .............000000 2.35 
R 1536 Patent Leather ..........-.....-00- BE» 8 ite einen rnrreeen 2.35 
B 450, ‘Last, Short, Vamp, 3j/8 Louis Heel , 47 Last, Medium Toe, 15/8 Cuban Heel RB 4127 Black Faille, Satin Stripping ...... 2.00 
(AAA te € Widths ow hth B 4129 White Faille .... .......0..00.00e0e- 2.00 
Be 1898 White id. oon -oo--seeoseesess AIS BURG Wille Id sr. sssescccccsccssccssce BAe B AGAB White Linen ..0..esseesseeseesssee 18s 

Ré 1.65 R 4583 White Linen ................sse0 1.85 24 Last, Full Round Toe, 10/8 Block Heel 


24 Last, Full Round Toe, 11/8 Military Heel 
AA to © Widths 





AA to C Widths 





Send for New, Complete Summer Bulletin 


HANNAHSON'S, Haverhill, Massachusetts 











Morris Shoe Company Cele- 
brates I5th Anniversary 


New York—Morris Augenblick, 
president and founder of the Morris 
Shoe Company, celebrated the 15th 
anniversary of the founding of his 
business on May 1. 

From a small firm doing a small 
business in 1920, Mr. Augenblick has 
built up today one of the largest whole- 
sale firms dealing in juvenile footwear 





MORRIS AUGENBLICK 


in the country. Morris Shoe Company 
occupies the whole six-story building 
at 143 Duane Street, New York City, 
in the heart of the wholesale shoe 





district, and distributes juvenile foot- 
wear to all parts of the country. 

“Our policy has been,” says Mr. 
Augenblick, “to dedicate our efforts to 
the service of the retail shoe merchant. 
We have built up our own merchandis- 
ing and promotion plan that offers him 
full cooperation and insures profitable 
retail selling. We know that our strict 
adherence to the policy of giving the 
retailer ‘what he wants at the right 
price’ has been and is today the domi- 
nant factor in our success. Our repre- 
sentatives thoroughly understand the 
needs of the retailer and spare no 
effort in their desire to serve him. If 
our business continues to be as good as 
it has been for the first four months 
of 1935, we look forward to the great- 
est year we have ever experienced in 
the shoe business.” ; 


Scholl Broadcasts Foot Health 


CHicaco — Scholl Mfg. Co. did a 
good job of broadcasting National 
Foot Health Week over their regular 
radio hour “The Street Singer,” and 
are now concentrating on spreading a 
magnificent publicity hook-up for their 
own Foot Comfort Week, June 15 to 
June 22. Several thousand three-color 
window posters have been mailed to 
dealers over the country, in addition 
to a national advertising campaign in 
Saturday Evening Post, the American 
Weekly and other leading magazines 











and in hundreds of large daily news- 
papers embracing every state in the 
union, reaching a total of 80,000,000 
readers; all for the direct purpose of 
calling attention to Scholl’s Foot Com- 
fort Week. 

Mandel Bros. shoe departments are 
considering the idea of inaugurating 
a Mandel Foot Health Week for later 
in the year. F. Popper, manager, is 
now in Europe on a well-earned vaca- 
tion. 


Evening Meetings for Dealers 


Detroit, MicH.—Detroit Retail Shoe 
Dealers Association is holding its first 
night business meeting in about 10 
years next week at the Fort Shelby 
Hotel. Banquets, shows, and entertain- 
ments have gone on at night, but local 
shoemen have favored the noonday 
business session. 

With Nathan Hack in the president’: 
chair, the move for an evening session 
is taking definite, if experimental 
shape. These will be held monthly 
hereafter, according to present plans. 

“The swift noonday luncheon meet- 
ing is fine for a get together,” Hack 
said. “But the time is woefully lim- 
ited. As a result, we just get into a 
good discussion, when it is time to 
adjourn and get back to business. We 
can have longer meetings in the eve- 
ning, and get more work accomplished.” 
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New York Merchants Meet 


New York—“Business and Govern- 
ment have become interlocking factors 
jn our economic picture,” said Presi- 
dent John Laycock, at a meeting of 
the Shoe Merchants Council, held at 
the Advertising Club in New York 
City on May 2. He also said that the 
duty of the Shoe Merchants Council 
during the past month of legislative 
activity had been to cooperate in the 
discussion of pending laws, to lend 
criticism and support when necessary 
so that the shoe retailer will have full 
consideration in the preparation of 
laws that affect him. 

The meeting was also addressed by 
Merrill A. Watson, vice-president of 
the Tanners Council. More than fifty 
merchants of Greater New York at- 
tended the meeting and are making 
plans to attend the next, to be held 
at the Advertising Club in New York 
City on May 16. 


New Air-Tred Line 


AuBURN, Me.— William H. Bain, 
newly appointed general manager of 
the Ault-Williamson and Ault-Shack- 
ford Shoe Companies, announced this 
week a new line of Air-tred Shoes to 
retail at five dollars as a companion 
line to the regular Air-tred Shoe retail- 
ing at six-fifty. The new line was de- 
signed to give Air-tred dealers greater 
profit possibility by enabling them to 
offer the regular Air-tred features to 
their five-dollar customers. 

The shoes will be made over smart 
new lasts from the very newest leath- 
ers and will present a real appeal to 
women who appreciate a combination 
of style and comfort. 

The line has been developed under 
the personal supervision of Mr. Bain, 
who has an unusually fine background 
in factory planning and sales develop- 
ment with western manufacturers of 
high grade women’s shoes. He is the 
inventor of the Bain process. 

Richard P. Boothby, sales manager 
of the Ault-Shackford Shoe Co. and 
the Ault-Williamson Shoe Co., in a 
message presenting the new line to the 
salesmen said: “We believe that, in 
adding a line of five dollar retailers we 
have made the Air-tred line one of 
the greatest profit producing lines that 
a retailer can handle. Recent changes 
made at the factory have enabled us 
to materially reduce our overhead so 
that it was not only possible to put 
the Air-tred patented comfort-giving 
features in five dollar shoes but to step 
up the style and quality of our regular 
Air-tred line so as to make it one of 
the finest lines in the country for the 
money.” 

Other changes in the Ault organiza- 
tion include the appointment of W. H. 
Whittum as credit and collection man- 
ager, and Harold Cooper as production 
manager. Both of these men have been 
connected with the above companies for 
several years. 


























*“*THE COUNTRY CLUB” 
AN EXCLUSIVE YOUNG 
MEN’S MODEL SHOWN 
WITH OUR IN STOCK 
STYLES. 


$940 
BLACK CALF OX 


$941 
TAN CALF OX 


$974 
WHITE BUCK 
OXFORD 


FORWARD 
~  MARCH!! 


Keep step with the trend toward better 
shoes. Be prepared to meet the calls of 
your trade. Thompson shoes have held 
steadfastly to quality year after year. The 
standards that built their enviable reputa- 
tion have been faithfully maintained. We 
are in a better position to serve you now than ever 


before. 


In the Fall line now being shown are new creations 
bound to interest you. BOULEVARD—COLUMBIA 
—ESQUIRE—STREAMLINE—AIRLINE. These new 
lasts styled in patterns and leathers that reflect the 


latest modes in young men’s footwear. 


Write us today for catalogue—samples—or request that 


our salesman call with complete line. 


THE GREATEST 
OF 
MODERN TIMES 


IG 


THOMPSON BROS. SHOE 
FINE SHOEMAKERS 
BROCKTON 


CAMPELLO,” MASS. 


BUILT-IN QUALITY FOR OVER 55 YEARS 
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Joseph A. Quinlan to Supervise 
Miller Hosiery Sales 


New YorK—Coincident with their 
plans to devote added attention to their 
full-fashioned hosiery business, I. Mil- 
ler & Sons, Inc., have announced the 
appointment of Joseph A. Quinlan as 
salesmanager of that division. 

The firm owns the Fox Chase Ho- 
siery Mills in Philadelphia, where a 
complete line of ladies’ hosiery is 
manufactured and marketed to the re- 
tail trade under the “I. Miller” brand. 


The operation of the hosiery mill is” 


under the direction of Irving Miller, 
who has been in charge of the firm’s 
hosiery department since its incep- 
tion. 

Mr. Quinlan has been in the hosiery 
business for twenty years, and bears 
a splendid reputation among the re- 
tailers in the quality field. Until re- 
cently he was vice-president of the 
Se-Ling Hosiery Mills of Nashville, 


Tennessee. This mill, one of the finest | 


in the country, was noted for its suc- 


cessful promotion of comparatively | 
high-priced hosiery during recent sea- | 


sons. 
Mr. Quinlan will make his _ head- 


quarters at the executive offices in | 


Long Island City. 


Ronnie Mermelstein Back 


New York — Ronald Mermelstein, 
of Devine and Yungel Shoe Company, 
who has been away from business the 
last six weeks, due to an operation, 
came back in the harness again, Mon- 
day, April 29, as attested by the fact 
that he attended the Style Show at the 
Waldorf-Astoria and the banquet 
given by The Shoe Manufacturers 
Board of Trade of Greater New York 
at the Hotel Roosevelt, Tuesday, April 
30. 

Mr. Mermelstein will leave in about 
ten days for a tour of the mid-western 
trades. 


Boston Travelers Optimistic 


Boston, Mass. — A meeting dedi- 
cated to the dissemination of Opti- 
mism with a capital “O” has been 
called by President George A. Mc- 
Intire of the Boston Shoe Travelers’ 
Association. The meeting will be held 
May 4 in the association’s headquar- 
ters at the Hotel Essex, where a lunch- 
eon will be served. 

The spirit behind the meeting is 
thus phrased in the announcement: 

“Our officers realize the hardships 
our members have been up against in 
business, and also in reference to a 
code for traveling. salesmen. Forget 
the code and get out and push. Now 
that Spring has arrived, let us be 
cheery and, with Optimism in our 
minds, drive dull care away.” 

Incidental, but nevertheless impor- 
tant, will be the welcome appearance 
of Secretary-Treasurer William Noll 
ag is now fully recovered from a long 
illness. 
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BURNING CALLOUSES 





4 out of 5 women who 
enter your store are tortured 
by metatarsal callous pains. 
That means 80% of your cus- 
tomersare potential buyers of 


Build extra sales, extra prof- 
its, quicker sales, minimize 
returns and complaints on 
shoes that cannot be fitted 
properly without Trimfoot. 
Trimfoot provides a maxi- 
mum of foot comfort instantly. 


into 


PROFITS 


Made from the finest 
quality full grain, 
gray finish cowhide. 
Easily applied 
in a few seconds. 
Sticks in positionas 
long as the shoe lasts. 
List Price, 

$6.00 Dozen Pairs 
Retail Price $1.00 Pair 


SALES TIP: 
When no shoe in stock 
seems to fit... just T. O- 
TO TRIMFOOT and 

save the sale! 

e 
Order a few trial pairs now! 
Write today for FREE Booklet, 
“Here's How”’. 


WIZARD COMPANY »® Waisa tnctano 





Canadian Distributors: Canadian Specialties, Lid., 49 Sanford Ave. S., Hamilton, Ont. 





Oi el 


Women's Shoes 
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VAUGHAN-TOWLE CO. (7 
WAKEFIELD, MASS. 
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Hosiery Protectors 





WALIK-EZIt 


PRONOUNCED WALK-EASY 


Stocking Pnotectow x 


are SEAMLESS 
and SMOOTH 
There are no back- 
seams on WALK- 
EZE'’S to irritate 
the heel. That is 
why they are the 
outstanding leaders 
in the field. 
ORDER FROM 
YOUR JOBBER 
Manufactured by 
Onondaga Hide & Leather Co., Syracuse,N. Y. 
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Moccasin Footwear 
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WATERPROOF CAMP | 
MOCCASINS 
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Michigan Executive 
Committee Meeting 


Detroit, MicH.—A meeting of the 
State Executive Committee of the 
Michigan Retail Shoe Dealers Associa- 
tion has been set for May 14 by Presi- 
dent Clyde K. Taylor. It will be an eve- 
ning meeting at the Detroit Leland 
Hotel, with dinner served for members. 

Taylor stated that he will appoint a 
committee to handle the State conven- 
tion at this time. This will be the first 
Detroit convention in several years. 
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This Window Produced Sales Action 


he 


Los Angeles, Calif.—Sensing an upward trend in men's shoes, W. A. Innes had his display 
manager, A. J. Fougerousse, try the experiment of shooting a windowful of shoes retailing 


from $8.50 to $12.50. As anticipated, a ve 


diately felt. 





pleasing resp was i 


All shoes in this price range were featured, from plain conservative types to the spike 
and moccasin kinds. While there are many shoes in the window, Mr. Fougerousse believes 
that it is necessary to show a good variety at all times without any crowding. The greatest 
interest was made manifest in the all white and the lighter weight types for early Summer wear. 





Place for the hier 


Boston, Mass.—The theory that men 
prefer a place of their own in which 
to make their footwear selections is 
proven by the results attained by the 
creation of a new department in one 
of Boston’s leading shoes stores, that 
of William J. Walsh at 30 Chauncy 
Street. 

For years Mr. Walsh has fitted all 
customers—men, women and children 
— on a raised platform extending 
through the middle of the store from 
front to back. Recently a narrow 
store next door was vacated and 
promptly leased by Mr. Walsh. By 
removing the wall between the two 
stores and substituting a partition of 
carton shelving, an entirely new de- 
partment with separate entrance has 
been made available for the sale of 
shoes to men and boys. Furnishings 
are in gray and blue. Women and 
children are fitted in the main, or old 
portion, of the store; and men are free 
to smoke in their part. 

Results to date indicate that men 
are really appreciative of the move 
and that the immediate sales increase 
should be extended as general busi- 
ness conditions get better. 


To Double Shoe Space 

BuFFALo, N. Y.—With the expendi- 
ture of $500,000 for a new 6-story ad- 
dition and complete modernization of 
its entire main street frontage, J. N. 
Adam & Co. plans to double the space 
devoted to its shoe departments, it 
was made known by Walter J. Brun- 
mark, president. The expansion pro- 


gram will continue throughout the 
Summer months and the new building 
will be ready for occupancy about 
Nov. 1. 

“There has been such a steady, con- 
sistent increase in sales volume in re- 
cent years that our physical facilities 
have been taxed to the utmost,” said 
Mr. Brunmark. “Our shoe department 
is in need of additional floor space and 
there will be expansion of many other 
departments including hosiery.” 


Stipher Re-elected President 


INDIANAPOLIS, IND. — The Indiana 
Shoe Travelers’ Association held their 
annual election April 20, and re-elected 
all officers for the coming year. C. I. 
Slipher, president; Fred Naegele, first 
vice-president; Joseph Warrender, sec- 
ond vice-president; E. C. Smeltzer, sec- 
retary-treasurer, and A. F. McCord, 
assistant secretary. 

A motion was made and carried to 
change the annual convention dates 
to January 26, 27 and 28. No special 
reason was given for the changing of 
dates, which brings the convention 
about two weeks earlier than before. 


Joins Arthur Bender 


Boston — Frederick W. Ochs, prom- 
inently identified with the shoe pat- 
tern industry in New England for 
many years, has resigned from mem- 
bership in the firm of United Shoe 
Pattern Co. of Boston to become New 
England representative of Arthur 
Bender, Inc., of New York, shoe 
stylists. 
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Foot Health Week 
As Observed in 
Various Cities 


Sales Compete With Foot 


Health Promotion in Cleveland 
YOUR EARLY SUMMER STOCK 


CLEVELAND, OHI0—Members of the WITH THESE AIR-COOLED STYLES 


Cleveland Shoe Retailers Association : 
subscribed to a full page of the Cleve- % When you sell Racine Shoes, you sell both smart style plus 


land News on Tuesday, April 23, to foot health, because these shoes are produced over lasts 
spread the gospel of National Foot that (1) provide a proper shaping for the arches; (2) 
a = A “= hamigenne strip create a pocket for the heel-bone to induce correct body 
through the center of the page was | | ai balance; (3) fit the bottom of the foot; (4) permit all 
devoted entirely to editorial comment five toes to lie out normally. Quality materials used 
and a striking list of “Foot Health throughout, and made by expert Union American Crafts- 
Hints.” A dozen local retailers in- men. Racine Shoes help you to build up and hold an increas- 
vited the public to enter their stores “1 ing number of loyal customers. 

oF ggal gall acy y ey nts AUTHENTIC AMERICAN GRADE TO RETAIL AT $4.00 
tisements played up special arch and MAKERS OF 20 IN-STOCK DOCTOR SHOE STYLES 
comfort footwear. ; 

In addition to ; the concentrated a" cae Ce tae 
newspaper advertising, a majority of Heel: In-Stock AA-D, 5-12, 
stores offered health type shoe dis- $3.15 
plays in their windows. Cut - away ug ; 
models revealed the composition and R184—Cream white Norge 
workmanship. Many of the exhibits | Calf (Ventilated), Rubber 
carried Foot Health Week posters. The | |: Heel; In-Stock AA-D, 5-12, 
newspaper ad was also used in whole $3.15. 
or part as a poster for window and Spring Catalog on Request 
interior. Downtown stores were most 163 In-Stock Styles. 
active in the promotion but some of 
Cleveland’s outlying shops had their | RACINE SHOES TO RETAIL AT $5 TO $6.50 
own tie-ups. 

Immediate sales results on health 
lines were not impressive in Cleveland 
but many shoe men did not look for a 
heavy turnover at once. Rather they 
viewed the promotion from the stand- 
point of lasting benefits. In other 
words, the vigorous stand on behalf 
of healthy feet was bound to create 
an impression on the public. 

Cleveland had one unfavorable con- 
dition during Foot Health Week— 
that of special sales. Department 
stores were celebrating the biggest 
sales days of the year on Friday and 
Saturday with the result that people 
postponed ‘their early week shopping 
sojourns. - Crowds surged through the 
downtown section the latter half of the 
week but most of the shopping was 
done on a price basis. This was a 
blow to the health sales program. 

Despite the bargain tendencies, sev- 
eral shops reported an increase in the 
sale of health type footwear. Com- 
ments received indicated that the con- 
centrated newspaper advertising had 
not been overlooked. 
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Cooperate in New Haven 


New HAVEN, CONN. — Seventeen SHOE MANUFACTURING COMPANY 


shoe retailers and 11 chiropodists and 

podiatrists joined in the promotion of ZB e ° e 
National Foot Dealth Week in New CC scons 
Haven, and a check-up at the close of 


the period indicated that the obser- 
vance this year was the most success- 
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Riding Boots 
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LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 
Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Alse Jodhpurs & Jodgores 













— 
Complete Catalog 
R-7 on Request 


COLT 
CROMWELL CO. 
1239 Broadway 
New York City 











JUSTIN BOOTS 
A STREETER 


Riding, Cowboy and Lace Boots 
‘ Write for y 








RIDING 
BOOTS 


IN-STOCK 
For Men, Women and 
Children—also 
Jodhpurs and Field 
Boots 








J. M. CONNELL 
SHOE CO. 


80. BRAINTREE 
MASS. 








ful in the city’s history. The support 
of the New Haven County Associa- 
tion of Chiropodistg-Podiatrists gave 
the Shoe Retailers’ Council an oppor- 
tunity to lay down a heavier adver- 
tising barrage than would have been 
possible otherwise. 

The combined group used a six-col- 
umn spread in one paper and five col- 
umns in another, and a number of 
retailers used individual copy to drive 
home the message of Foot Health. In 





addition, the two newspapers gave 
some editorial support with news 
stories on the week. Participating 
dealers made lavish use of the special 
posters made up by this publication. 

An amusing situation arose when 
one of the papers made a double er- 
ror in setting up the large cooperative 
ad. Above the list of participating 
retailers appeared the line: “These 
Shoe Manufacturers are Official Spon- 
sors of National Shoe Health Week.” 
The following day a correction was 
printed, repeating the list of partici- 
pants and calling attention to the 
mistake on “manufadturers,” but 
again referring to the promotion as 
“Shoe Health Week.” 


Co-operative Advertising 


Both of the big cooperative apreads 
were captioned “Good Health Depends 
on Good Feet,” but the copy in each 
was different. One stated that “90 
per cent of Foot Troubles Avoided by 
Correct Shoes,” with following copy 
amplifying the point, while the other 
emphasized “Foot Examination and 
Correctly Fitted Shoes Prevent Many 
Ills.” 

Foot Health Week was mentioned in 
many individual advertisements, with 
several dealers laying special emphasis 
on thé’ promotion. The Walk-Over 
Shoe Shop, conducted by Sydney 
Stokes, used copy based on the theme: 
“Consult Local Doctors for All Trou- 
bles Related to Your Feet.” 

“We Don’t Treat Foot Ills... But 
We Do Fit Feet Accurately,” was the 
caption of individual copy used by 
Samuels’ Arch- Aid Shoe Shop, 151 
Temple street. Individual ads were 
also used by John P. Lund & Co. and 
several others. 

There were several special windows 
and floor displays tied in with the 
promotion. Mr. Stokes trimmed a 
special window for the event, featur- 
ing an enlarged reproduction of the 
official poster and showing representa- 
tive corrective shoes and foot appli- 
ances. 


Corrective Shoe Sales 


Mr. Stokes told Boor AND SHOE 
RECORDER that sales of corrective shoes 
during the week had been very heavy 
and that he was much pleased with 
results. The Chapel Street retailer 
mailed tear-sheets of his newspaper 
advertisement to orthopedic surgeons, 
foot specialists and chiropodists in the 
territory, and obtained many expres- 
sions of appreciation from these prac- 
titioners. 

M. H. Samuels, who was chairman 
of the Shoe Retailers’ Council commit- 
tee on Foot Health Week, said that 
his own store did more business dur- 
ing the period of the promotion than 
during Easter week, which preceded 
it. He said that the cooperation of 
the chiropodists had been very helpful 
and that more publicity was obbtained 
this year than ever before. 
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TRADE MARK REGISTERED 
@ 
Van Tan innersoles are un- 
affected by the cycle of 
perspiration absorption and 
drying out which causes 
ordinary innersoles to 
harden, curl and crack. The 
original resilience and flexi- 
bility of Van Tan innersoles 
is permanent. 


Ask your manufacturer, 
or write us for the facts. 


VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 








John P. Lund reported sales and 
inquiries much better than last year 
and expressed belief that it was the 
best Foot Health Week promotion held 
in New Haven. The heavy adver- 
tising schedule made a definite dent in 
public consciousness, Mr. Lund said. 

The Retail Division of the New 
Haven Chamber of Commerce, of which 
the Shoe. Council is a unit, sent out 
bulletins to all shoe members calling 
their attention to the week and urging 
that they capitalize upon it. In addi- 
tion to Chairman ‘Samuels, members 
of the special committee included Mrs. 
Maude Webster, Fred De Matty, Car! 
Boerner, Samuel Gordon and Mr. 
Stokes. R. E. Hegel, Chamber of Com- 
merce executive, assisted the committee. 

The committee was able to secure the 
endorsement of John W. Murphy, 
mayor of New Haven, and other in- 
fluential citizens. Editorial publicity 
in the newspapers helped to focus at- 
tention, the mayor’s approbation being 
featured. 

Hartford shoe retailers also ob- 
served the week, using individual news- 
paper space and the official posters. 
There was no cooperative space, but 
individual ads were grouped under an 
editorial “streamer” on one page in a 
newspaper layout. James Lawrence, 
president of the Hartford Shoe Retail- 
ers’ Association, told Boor AND SHOE 
RECORDER ‘that his own store showed a 
distinct gain in volume as compared 
with the same week a year ago. 
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Chicago Foot Health Promotion 


CHICAGO — National Foot Health 
Week was not observed as generally 
as in previous years, due to the close- 
ness of Easter, which occupied the full 
attention of sales managers right up 
to the start of the event. Individual 
stores and departments made special 
window displays of orthopedic shoes 
from April 22 to 27. 

Cutler’s devoted two special window 
sections to displays of Arch Hugger 
boys’ black oxfords, and women’s blue, 
brown, black and white oxford ties 
and straps of conservative style and 
last. Two-color hand-painted signs 
were used to call attention to the value 
of wearing comfortable shoes fitted 
by shoe experts. 

L. Van, manager of Mandel Bros.’ 
Arch-Aid and Vitality shop on the fifth 
floor, took advantage of Foot Health 
Week to stress the value of correctly 
fitted footwear to customers. Liberal 
advertising space was used in the 
dailies for Arch-Aid shoes. The copy 
called attention to the fact that style 
is as inherent a part of orthopedic 
shoes as other kinds. 

Maurice L. Rothschild used Foot 
Health Week to devote large news- 
paper space to Osteo-path-iks for men, 
calling attention to ‘the stylish appear- 
ance of these nailless, flexible sole ox- 
fords designed for both comfort and 
style. “Shoes as comfortable as moc- 
casins” was the key line used. 
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Walk-Over ran a small box in their 
newspaper advertising reading “April 
22 to 27 is National Foot Health 
Week. Consult your local doctor for 
all troubles related to your feet,” and 
made this the occasion to emphasize 
corrective features of the Walk-Over 
line. 

Foster’s used Foot Health Week to 
feature corrective shoes for children 
in window and newspaper advertising. 
The theme of the campaign was “Save 
them from the torture handicap!” 

Lane Bryant used an _ attractive 
window of Spring styles of their own 
corrective stylish shoes for women. 
A delicately painted card tieing up 
with Foot Health Week read: “New 
Adaptos for Spring giving comfort for 
every foot in every step.” 





ADD TO WOMEN'S STYLES 
REPORT 


The following addenda to the Styles Con- 
ference Report was received after our edi- 
torial closing time for the May 4th issue. 
We therefore insert it now: 

“Due to the importance of fabrics this Spring 
season, it was the general opinion of many 
at the conference that they should be con- 
sidered for late Summer and: early Fall selling. 
Particular attention is directed to the fact 
that fabrics are being featured in combina- 
tion with kid, patent, calf and suede. Many 
cloth shoes are being trimmed with the above 
leathers.” 
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Play Room at Hofheimer's 


NoRFOLK, VA.—Buying shoes is just 
so much pleasure for children whose 
parents take them to Hofheimer’s Inc., 
for their footwear. For, on the sec- 
ond floor of the modern building fac- 
ing on Granby street, there is located 
a complete play room. 

When the children go up in the 
elevator their fun begins. There is 
additional joy in riding on the small 
but strong merry-go-round and using 
the other recreational advantages 
which have been provided. 

However, the strong point of this 
unusual sales incentive is that it is 
followed up by prompt attention from 
the clerks on duty with every effort 
being made to please the customers 
parents. 


Blue Ribbon Winner 


New YorK—Vida L. Moore, of Vida 
Moore Shoes, Inc., Fifth Avenue, New 
York, has developed a new last which 
took the blue ribbon at the Congress 
Fashion Show in Philadelphia, April 
25 and 26. This last, called the La 
Vida Continental Last, the only one 
of its type, is manufactured by Acker- 
man-John, Inc., New York. Best & 
Co., Fifth Avenue, New York, will 
stock shoes on this last. 
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The RIGHT FEATURE shoe which has undergone the acid test of 
several years manufacture will produce REPEAT PROFITS for you. 
Nu-Matics with their patented, scientific, "cushion" and “nail-less” 
features are virtually non-competitive. Send for our Catalog of 
Men's and Women's Shoes. 
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512 W. Florida St., Milwaukee, Wis. 
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Shoe Trees 
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QUICK PROFIT ITEM - 50: 


SIMPLEX SHOE TREES 
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Shoe Shrinker 


an 8 OPS Oe, 6 OP 


$15.00 


Guaranteed One Year 


121 EZ. Gist St., Indianapolis, Ind. 








Open Unique Children's 
Department 


CLEVELAND, OHIO—The Nobil Shoe 
Co. of Akron, Ohio, has opened a new 
children’s shoe department in the base- 
ment of the William Taylor Son & Co. 
store here. They will offer their own 
“Sturdi-Flex” and “Playtime” brands 
as well as Peters “Weatherbird” foot- 
wear in a price range from $1 to $3.65. 

The new Taylor department is 
uniquely decorated. The ends of the 
rear shelf sections are made up as 
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Buffalo Would Regulate Store Hours 


Enabling Act Passed by Legislature Paves the Way for Ordinance 
Sponsored by Shoe Retailers 


BurFFraLo, N. Y.—With the signing 
by Governor Lehman of a bill passed 
by the State legislature giving the city 
of Buffalo authority to enact ordi- 
nances regulating the hours of mer- 
cantile establishments, the way has 
been paved for a measure sponsored by 
the Buffalo Shoe Retailers’ Associa- 
tion to restrict the hours which foot- 
wear can be sold within the city. 

For more than a year the Buffalo 
Shoe Retailers’ Association has been 
urging the enactment of an ordinance 
which would prohibit the sale of shoes 
after 7 p. m. except Saturdays and for 
two-weeks periods immediately preced- 
ing Easter and Christmas. 

At one time the proposed ordinance 
was approved by the legislative commit- 
tee of the city council and at the last 
convention of the New York State Shoe 
Retailers’ Association held in Buffalo 
at Hotel Statler, the mayor of the city 
assured the shoe merchants that he 
would approve the measure as soon as 
it reached him. 

Some chain store retailers questioned 
the constitutionality of the proposed 
ordinance and it was referred to the 
city law department for a ruling. The 
city law department ruled the city was 
without charter authority to regulate 
the hours of mercantile establishments 
so it became necessary to draft a bill 
for submission to the New York State 
legislature giving the city this power 


through an amendment to the city 
charter. 

The measure passed by the legisla- 
ture and approved by the governor of 
New York State applies only to the 
city of Buffalo. As a result of this 
enabling act, the city council now will 
proceed with the enactment of the 
ordinance favored by the shoe retail- 
ers’ association. The organization says 
the bill is aimed to check alleged un- 
fair competition from certain retailers 
who remain open every evening in the 
week and also at footwear shops being 
established in private homes where a 
major part of the business is done 
after 7 o’clock at night. 

The militant fight made by the Buf- 
falo Shoe Retailers’ Association to 
earry the fight for this measure 
through both the assembly and State 
senate and secure the approval of Gov- 
ernor Lehman is indicative of the de- 
termined efforts being made by in- 
dependent shoe retailers of the city to 
force the discontinuance of night open- 
ings of shoe stores. 

Under the provisions of the pro- 
posed measure large department stores 
open more than one evening a week 
would be required to close their foot- 
wear sections at 7 p. m. except Satur- 
days. Members of the Buffalo Retail 
Merchants’ Association who represent 
the larger department stores never 
voiced their views on the measure. 





actual book covers with pages to corre- 
spond. One section, for instance, is 
faced with the book cover of “Robinson 
Crusoe.” Next in line is a reproduc- 
tion of a true page from that book 
showing Crusoe discovering footprints 
in the sand. Other books represented 
are “Alice in Wonderland” and “Little 
Women.” This method of decoration 
is a new departure from the circus type 
figures so often found. 

The store columns out in the depart- 
ment are decorated with youthful 


forms as well as the brand names of 
shoes. Above the rear shelf sections 
is a painted reproduction of Cleveland’s 
art center with children of various 
ages gracing the sidewalks in front of 
the museum and music hall. 

The Nobil Shoe Co. also offers men’s 
and women’s footwear in the Taylor 
basement where they have been located 
about one year. Their total space there 
has been increased about 35 per cent 
since the addition of the new children’s 
department. K. G. Tabler is the mana- 





Unique children's shoe department in William Taylor Son & Co. store, Cleveland 
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Keep your Business 
Appointments and Se- 
clal Engagements in 
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GEORGIAN ROOM 
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NEW YORK 


One block from Pennsylvania 
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2 FOR ROOM WITH BATH 


584 large, attractively furnished rooms, 
with private bath...from $2 single and 


running water...from 


$1.50 single and $2.50 double. Home of 
the new Garden Restaurant and the fa- 
mous Cafe Bar Martinique. Direction: 
American Hotels Corporation. J. Leslie 
Kincaid, President. George H. Wartman, 
Supervising Manager. 
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Celebrates 80th Anniversary 


PITTSBURGH, Pa.—The Wagner Bros. 
Shoe Company is celebrating its 80th 
anniversary. The founder, Peter Wag- 
ner, was born in Brushied, Prussia, 
Feb. 2, 1829. After several years of 
shoemaking in Prussia he came to 
America, landing in New York in 1849, 
and started work in the shoe trade 
in Sharpsburg, Pa. After working five 
years he purchased the business from 
his employer. Under his management 
the business prospered and he ex- 
panded into a chain of stores. 

In 1896 his two sons, S. N. Wagner 
and J. H. Wagner formed the Wagner 
Bros. Shoe Company, wholesale shoe 
firm. 

At present this firm is being con- 
ducted by S. N. Wagner, president; 
M. H. Wagner, vice-president; S. N. 
Wagner, Jr., treasurer, and J. A. Wag- 
ner, secretary. 


New Davenport Store 


DAVENPORT, IowA—Incorporated and 
capitalized for $10,000, Lu Bell’s shoe 
store has been opened at 106 East 
Second Street under the management 
of Abe Lubell, secretary and treasurer 
of the corporation. George B. Kettman 
of the wholesale leather firm of Kam- 
bach & Kettman, Davenport, is presi- 
owe The store features Brownbilt 
shoes, 


O. E. Thorp Forms Shoe Firm 


SEATTLE, WASH.—Composed of well- 
known shoe retailers of Seattle, 
Thorp’s, Inc., is the name of a new firm 
organized by O. E. Thorp, former 
manager of Turrell’s shoe store of 
Seattle and former head of the 
Pacific Northwest retailers, together 
with W. H. Harbke, and S. A. Mc- 
Cutcheon, also named as incorporators. 
The concern is formed for the purpose 
of operating shoe stores. Capitaliza- 
tion of the company, which was incor- 
porated late in April, has been set at 
$10,000. 


A. E. Cohen Dies 


CINCINNATI, OHIO—A. E. Cohen, 62, 
755 Red Bud Avenue, Avondale, 
founder of the Dan Cohen Shoe Co., 
died in the Jewish Hospital April 25. 

Mr. Cohen was the second member 
of his family to die within the last 
few weeks. His brother, Nathan Cohen, 
treasurer of the firm, died about two 
weeks previously, as mentioned in the 
REcoRDER. Another brother, Mose 
Cohen, is also connected with the shoe 
firm. 


New Store 


Newakk, N. J.—A new store at 123 
Halsey street has been leased by Har- 
ry Haller for the sale of women’s and 
children’s shoes. 


New Minor Catalog 


BataviA, N. Y.—P. W. Minor & Son, 
Inc., of Batavia, N. Y., have just 
issued a new catalog of their Tread- 
easy Shoes in whites, showing 30 dif- 
ferent styles in stock. 


McCreery Manager Is Speaker 


NEw York—Charles S. Hobbs, who 
is the vice-president and general man- 
ager of James McCreery & Co., New 
York, gave a talk at the salesmen’s 
convention of the Selby Shoe Company 
at Portsmouth, Ohio, on April 30. 

The subject of his talk dealt with 
the types of selling which the large 
department stores like to get from 
their resources. In his speech, Mr. 
Hobbs made mention of the fact that 
they, the department stores, value 
constructive suggestions on how they 
can sell more merchandise to the con- 
sumer, making more profit for them- 
selves and thereby buying more mer- 
chandise from their resources. 


Wright & Hurd Move Quarters 


New YorK—Wright & Hurd, shoe 
style counselors, formerly located in 
the Marbridge Building, 47 West 34th 
Street, New York, have moved to 
newer and larger quarters at 1261 
Broadway. 

In their new home they have com- 
bined their studio and sales office. 
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MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Soles...0-3 
Intermediates =... 1-6 
Flexible Hard Soles. .2-6 
Send for In-Btook 
Catalog 


MRS. DAY’S IDEAL BABY 
Loeust St. Danvers, Mass. 



















IN STOCK 
TURN SOLE STRAPS 
PATENT LEATHER— 


WAHM BRO. SHOE MFG. CO. 
Swanson and Ritner Sts. 
Philadeiphia, Pa. 
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Men's and Women's 
Slippers 
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EVANS’ SLIPPERS 
Hand turned — Cement 
AQ Padded Sole 
For Men, Women, Children 
77 Styles in Stock 


Send for Catalog 
No. 1605, 
Padded sole 
opera 
Tan and Black, 
6-12 D, 
$1.25 
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Wakefield, Mass. 





Men's Shoe Styles for Fall 


[CONTINUED FROM-PAGE 49] 


set one date for the opening of the 
Fall season and another for the open- 
ing of the Winter season. 

In the past, the shoe retailers of cer- 
tain localities have benefited consider- 
ably by joining..together in a coopera- 
tive campaign to open a season on a 
specific date. If in one locality every 


merchant will show Fall shoes at a cer- 
tain date and not before that date, the 
public is made moré conscious of the 
fact that there is a difference between 
the various seasons, and that there is 
a definite date after which shoes of 
the new-season should be worn. 


Directors of New England Shoe 
Oppose Legislation 





Boston, Mass. — Directors of the 
New England Shoe and Leather As- 
sociation at their recent meeting at 
headquarters in Boston, had under con- 
sideration several important legisla- 
tive matters now pending before Con- 
gress. 

The AAA amendments, under the 
licensing provisions of which it will 
be possible to extend control over 
hides, leather and shoes; the “Wagner” 
bill for the creation of a National 
Labor Relations Board and the “30- 
hour” bill were discussed. All three 
were opposed, the directors voting 
that the association communicate its 
opposition to passage of all three bills 
to New England senators and con- 
gressmen 

Extension of NRA bill for two 
years, as proposed by bills now be- 
fore Congress, was favored to the ex- 
tent that the new legislation be con- 
fined to maximum hours, minimum 
wages and elimination of child labor. 
Opposition was also recorded against 
passage of the “bonus” bill. 

Plans were considered for the Bos- 
ton Shoe Fair, July 8, 9 and 10, to 
be held at Hotels Statler and Copley- 
Plaza and committees will be appoint- 
ed to conduct the show. 

Consideration of the “Social Secur- 
ity” bill and the Biermann “Pure 
Shoe” bill, both of which have been 
introduced in Congress, and Governor 
James M. Curley’s commission investi- 
gating shoe manufacturing in Mas- 
sachusetts, resulted in directors vot- 
ing to refer them to the full member- 
ship for action. 

Plans for increasing the membership 
were presented by James T. Gormley, 
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Discuss Plans for Boston Fair 
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and Leather Association Vote to 
Pending in Congress 







chairman of the membership commit- 
tee, under which it is believed a sub- 
stantial increase will be noted shortly. 

The following announcement has 
been made regarding the Boston Fair: 

“Many inquiries are being received 
from retailers and buyers thus _y 
regarding the Boston Shoe Fair, whic 
indicate the usual widespread inter- 
est the trade has in this important 
trade event. 

“Announcement is made by the New 
England Shoe and Leather Associa- 
tion that the Fair will be held July 
8, 9 and 10. Headquarters will be, 
as in me years, at the Hotels Statler 
and Copley-Plaza, several business 
meetings which are being planned and 
at which all displays of shoes will be 
made. 

“Detailed announcement of the usual 
mid-summer outing for visiting buy- 
ers, which is looked forward to by 
them as one of the big high-lights of 
Shoe Fair Week, and plans for the 
business meetings for retailers and 
wholesalers, will be made in due time. 

“Secretary James H. Stone, of the 
New England Shoe and Leather Asso- 
ciation says: 

“‘Manufacturers’ displays of shoes 
and allied products will be confined to 
the Statler and Copley-Plaza hotels, as 
in past years. Manufacturers desiring 
to make arrangements for displaying 
their lines must apply to the Boston 
Shoe Fair, c/o New England Shoe and 
Leather Association, 166 Essex Street. 
Boston, Mass., from whom all informa- 
tion will be supplied concerning ar- 
rangements for, obtaining rooms. By 
arrangements made with the hotels, all 
reservations for sample rooms have 
been confined to the management of 
the Shoe Fair, in order that display 
rooms may be assigned in an orderly 
and efficient manner. 








White Display at Atlantic City 























The Easter parade at Atlantic City ushered in a spectacular display of Levor's white washable 


kidskin at the Dupont Exhibit on the. boardwalk, 


This unique window attraction was in addition 


to the appearance of "The Whitest Whites" in footwear worn by ten models in a week-long 
fashion revue. 
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EARLY SUMMER DISPLAY CARDS 
AND HARMONIZING PRICE TICKETS 


a SELL 


ncrease SHOE SALES WITH 
SUMMER COLORS AND DESIGN 
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The “Q” ticket harmonizes COMPLETE TEXTS and 5 
in color and design with the ; 
ae anal. . prices of SHOW CARDS sen 
on request: ‘ 
aN E 
8 Snappy selling messages available 
5 for men’s, women’s, children’s shoes; 
e women’s hosiery; service, fitting, : 
= quality, value, styles, etc. a 
Ry — fe 
te 
“Q” PRICE TICKETS: Available in 
Sine 1%" = 2%” denominations ranging from 25c to 
eeencianeanm $12.50—all color combinations and 
See designs. Write for samples. 
White board; two shades COMPLETE TEXTS 
sgt. Sits and prices sent on request I 
O 
. n 
Feature Pointers The ARROWS are available in two th 
INFORMATIVE ARROWS point out a ee a 
uff with green border. Choice of 
sone ir os aaa = forty selling phrases, or blanks. = 
aid of adj ble Polly Clips. 12 deszen (printed or blank)..... $2.00 81 
REVEAL the fine wearing qualities of ee cee A 
your merchandise with PRECISE in- F 
formation through your windows. You SPECIAL: = 
can turn a window shopper into a sure ONE GROSS ARROWS AND ONE GROSS 
POLLY CLIPS...... @ ONLY $5.00 








customer by pointing out the quality ¢ 
features of your shoes. 








Attractive Hand Lettered Price Tickets 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK “3” 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 


WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 @ ns 




















“J”—Polly Clips for tickets: 1% gross $2 
edjustablo—tilts tan ) 1 gross $4.00 

<— at mee $1.25, 1000 @ $2.25 ; 

CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 
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ORE SHOES! 


Annual Display Card Service Select the Service You Wisk— 
Includes Mail Coupon—See Sales Jump! 


BXCLUSIVE FRANCHISE is given with annual card service SERVICE NO. 1—$5.00 monthly: 
to one merchant in an average size town, suburb or city shop- 12 display cards . . . 6 holders... 


ping center. 100 blank harmonizing price tickets 


STORE WINDOW BULLETIN, li rehandisi d 
display suggestions each month. —s el st — — 
SPECIAL CARDS, with wording as wanted. 100 blank harmonizing price tickets 


EXCHANGE OF CARDS: Annual card service subscribers ma SERVICE NO. 3—$3.00 monthly: 
a wy Bny maior for others of the current menth, 6 display pi a ” adie . 
er See F cover thelr merchandising program. 50 blank harmonizing price tickets 


recs TIGEETE Dg kr nee aremseet SERVICE NO. +_§228 monthly 
not harmonizing with the show cards, supplied free, if pre 4 display cards... 2 holders... 
ferred to blanks; harmonizing tickets with as wanted, 50 blank harmonizing price tickets 
te assure well blended trim, are 35¢ per fifty, additional. 


COUPON 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, II. 


HOLDERS ° < —_ ip : ‘Please enter our order for the Recorder “Selling 


Oval base — bur- Message,” beginning with May, for card service 
nished gold— : , for one year, consisting of..........card 
three color trim. : ‘holders (with the first month’s service), 
ti : . blank tickets each month—OR— 
ae eet ee ‘ [IMPRINTED tickets at 35¢ per fifty, additional, for 
0: Ala sg : 2 ee Rie iy which we will pay $ per year, payable $ 
size card. They | + : : per month. For cash in advance, full year’s service, 
A cutnon ine with |e . as 5% discount. Checks from foreign subscribers must 
in ue of ech i ‘enable q ' be drawn on United States banks, or include exchange. 
dow display fix- i (If for any unforeseen reason we wish to discontinue 
a Valbie bee 2s service before expiration of order, we agree to pay 
. $1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 
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CLAWIFIED ano WANT AD 


A DEPARTMENT. 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 





SALESMEN WANTED 


SALESMEN WANTED 


WANTED TO PURCHASE 








Salesman wanted to carry as a side line, on 
commission basis, our KLEEN WHITE — a 
cleaner for white kid, canvas and nubuck 
shoes and accessories. Product is packaged at- 
tractively in four ounce bottle and box. Sold 
by the dozen or gross. West, middle west, 
south, Pennsylvania and New York territories 
open. Sample on request. 


MILFORD STAIN & BLACKING COMPANY 
346 Congress Street, Boston, Mass. 











WANTED: Commission _ basis 

line of children shoes—McKays, Stitch- 
downs, and Prewelts. $1.00 to $1.95 retailers 
in stock. State age, experience and reference. 
Address E-242, care Boot & Shoe Recorder, 
1627 Locust St., St. Louis, Mo. 


ALESMEN 





The Foremost Jobber of Popular Priced 
Slippers and Beach Sandals has a most 
Attractive Proposition to offer the 
Best Side Line Men. Various terri- 
tories open. 


The Geo. N. Cohen Co. 
81 Reade St., New York City 











ALESMAN WANTED: In-stock line stitch- 

downs, prewelts, and ladies’ comegl Wonder- 
ful opportunity right man. Territor Iowa, 
Minnesota, Kentucky, Tennessee, O laho ma, Ar- 
kansas, Alabama. Coomulasion. Give all details 
first letter. Will consider non-conflicting side 
line. Address E-253, care Boot & Shoe Re- 
corder, 209 So. State St., Chicago, III. 





SIDE LINE salesmen wanted to sell our popu- 
lar-priced women’s Novelty and Staple shoes 
on commission. territories open. Theo- 
dore Kempe Shoe Corp., 200 Church St., New 
York City. 





SALESMAN WANTED to carry side line of 
established hand-made washable neckties, also 
better silk, and wool scarfs for fall; must be 
well established in territory with prominent re- 
tailers and furnish good references. Address 
George Herter, Box 174, Waseca, Minnesota. 





SUCCESSFUL SALESMAN who is now cov- 

ering the State of New Jersey can connect 
with an established New York wholesale house. 
Must travel with car. Give all information in 
first letter. The States of Connecticut, Pennsyl- 
vania, Maryland, New York are also available. 
Address E-254, care Boot & Sore Recorder, 239 
West 39th Street, New York, N. Y. 








m with established ac- 
women’s boudoir slip- 
day-time and evening 
shoes. State age, experience, accounts sold, 
references, direct or side line. Stone Shoe Co., 
Inc., 71 Fifth Avenue, New York. 


C OAST territory o 
counts. High- ig 
pers, hostess sandals, 








LINE WANTED 





CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 
References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostontan, etc. 

BARIS SHOE COMPANY, Inc. 

79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181! 











Volume salesman of highest character and 
reputation, favorably and well known in the 
Southwest will be available for fall line. 

Only popular price mdse. of merit by wide 
awake organization will interest him. Excel- 
lent references furnished. 

Address E-257, Ca 
BOOT & SHOE E RECORDER 
239 West 39th Street 
New York, N. Y. 











XPERIENCED shoe salesman, permanent 

resident Los Angeles, open for side line 
men’s medium priced dress Oxfords or a 
priced work line or boys’ low priced Oxfords. 
Might consider giving full time for main line if 
some established trade. Thorough knowledge 
Coast trade and references can be given. Ad- 
dress E-252, care Boot & Shoe Rasorder, 239 
West 39th Street, New York, N. Y. 





ANTED: MANUFACTURER’S LINE 
MEN’S OR WOMEN’S; GOOD GRADE; 
STOCK PROPOSITION, NEW YORK AND 
CONNECTICUT; TWENTY YEARS’ 
PERIENCE; BEST eg og ADDRESS 
E-256, CARE BOOT & SHOE RECORDER, 
239 WE ST 39TH STREET, NEW YORK, 





A HIGH- -CLASS, experienced salesman wants 
medium-priced shoe line direct from manu- 
facturer; prefer case selling. Address L. C. 
Brand, Ottawa, IIl. 





SAL -ESMAN covering Eastern egeutveain. 
New Jersey with medium-priced rowing 
Girls’, Misses’ and Children’s * oe desires non- 
conflicting proposition, preferably women’s nov- 
elties stocked in New York City. Address 
E-258, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








POSITION WANTED 


HOROUGHLY EXPERIENCED retail shoe 
man, professional window trimmer, will go 
anywhere. Address E-255, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 











Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, or retailers 
QUANTITY NO “OBJECT 


KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone Werth 2-5377 and 5378 














@ SPOT CASH 
FOR SURPLUS OR ENTIRE 
BRANDED SHOE STOCKS 


I. COHEN @& SONS 
195 Lincoln St., Boston, Mass. 
Phone Liberty 2590 








BUY 
ann ae and Retail 
Shoes such as 
yy R- y Enna-Jettick, Vital- 
h Preserver, Queen Quality, Bos- 
tonians, Etc. 
IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 


wW. 
Entire ”. an a 
Stocks. 








CASH PAID 
FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
No Quantity Too Large or Too Small 
MAX KALTER & Ct Co., INC, 
591 BROADWAY NEW YORK CITY 














mum charge 75 cents. 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added for the address. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
&&® Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Se 


Mini- 
Minimum charge $1.25. 
In all other cases each word of the 
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HOTELS 





in Saint Louis 
NINTH & WASHINGTON 


OB rail a0. 


we 


@ This beautiful 
new hotel is located in 
the business, theatre and 
shopping center of the 


city. Garage service. 


e Iwo 


FAMOUS RESTAURANTS 
Coffee Grill. .-The Rathskeller 


roel Benn 


PRT Te ee 





New Manager 


YOUNGSTOWN, OHIO — Alfred H. 
Meyer, former manager of Berland’s 
Shoe Store, Inc., 187 West Federal 
Street, Youngstown, Ohio, has been 
promoted to manager of one of their 
new stores, recently opened in Erie, Pa. 


Boldrick Merges Stores 


SAN Dieco, CAL.—The Boldrick Shoe 
Co. is consolidating their two local 
stores according to an announcement 
made by W. T. Boldrick, president of 
the company. Their store on Sixth 
Street, known as Boldrick Family Shoe 
Store, is not to be disturbed, nor is the 
established policy to be changed there. 
The L-shaped store nearly across the 
street, which runs through to C Street, 
is to be cut in half by discontinuing 
the Sixth Street room. 

Just two lines of shoes will be car- 
ried in this store, Vitality for men, 
women and children, as well as the 
Rice-O’Neill line for women. The name 
of this store is to be changed from 
Boldrick’s to one yet to be selected. 
The store’s personnel will not be 
changed and W. T. Boldrick will con- 
tinue to oversee both stores as here- 
tofore. 
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MERCHANTS’ NEEDS 


BUSINESS OPPORTUNITY 








GRASS MATS 


THE VERY BEST MADE 
36x72 INCHES 
-e- 


A Beautiful Grass Mat will 
add that necessary touch of 
Spring to your display. 
EACH $2,50  puits.’ a. 


$28.20 PER DOZEN 
(6 OR MORE AT DOZEN RATE) 


ORDER NOW 
ARROW DECORATING 


& FIXTURE CO. 
7 N.4th St., PHILADELPHIA, PA. 











See Prospect of Seller's Market 


Boston, Mass. — The shoe and 
leather market has strengthened mea- 
surably, and this strength is expected to 
hold—even to increase. Conditions are 
ripe for a gradual change from a 
buyer’s market, which it is at present, 
to a seller’s market, with resultant 
prosperity to the shoe industry in all 
parts of the country. 

These were some of the thoughts 
taken home by the large number of 
Boston Shoe Traveler Association 
members who answered the call of 
President George A. McIntire to an in- 
formal luncheon meeting in the Hotel 
Essex on May 4; and at which meet- 
ing, James H. Stone, secretary of the 
New England Shoe and Leather Asso- 
ciation, was the guest of honor and the 
chief speaker. 

Mr. Stone urged the need for an in- 
creased association membership, point- 
ing out that the Boston association 
should be, and can be, the largest and 
most influential in the country. After 
touching on general business condi- 
tions, he spoke about the difficulties 
involved in conducting the Boston Shoe 
Fair under a code which prohibits the 
charging of participation fees, and 
announced that, despite these difficul- 
ties, the fair will be held this coming 
July as it has been for the last 16 
years. The shoe travelers, he hoped, 
would again assume full charge of the 
hospitality features, as they did last 
year, and conduct them as their own. 
It was the sense of the meeting that 
all possible cooperation be given by the 
travelers and that arrangements be 
left in the hands of a committee to 
work out details. 

Brief addresses were made by Sec- 
retary-Treasurer William FE. Noll, 
John S. Whittemore, former president 
of the N. S. T. A., A. P. Richards, of 
the Entertainment Committee, W. W. 
Brandt, C. E. Joss, “Tim” Murphy and 
others. 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











MERCHANTS’ NEEDS 


DISPLAY °® 





Again SEGALL & SONS Toke 
the Lead by Presenting Display 
Equipment in the Newest of 
Modern Designs at Prices You 
Will Find Most Agreeable. 
A special folder, has 
been prepared. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch St., Philadelphia 





White Promotion Success 


Des MOINES, IowA—In spite of a 
brief cold spell ushering in the united 
white promotion in Des Moines, a 
check of the cooperating shoe dealers 
showed immediate results the day fol- 
lowing the appearance of the white 
shoe ads in the Sunday paper. In addi- 
tion to the series of ads in the society 
section on adjoining pages, the stores 
presented a united campaign on whites 
through their display windows on the 
same day. 

While Monday morning is usually a 
light period for shoppers locally, the 
shoe stores reported to P. O. DeWitt, 
president of the Des Moines Retail Shoe 
Dealers, that their combined promo- 
tion of white shoes had brought im- 
mediate response both through the mail 
and in person. 


Margaret Cole Popular 


DETROIT, MicH.—Margaret Cole, ad- 
vertising executive of R. H. Fyfe and 
Company, is gaining a_ reputation 
among Detroit women as a favorite 
radio speaker. She has been invited 
to give two speeches. One was on ad- 
vertising for an advertising club over 
WW4J, and the second, to be scheduled 
within the week, will be devoted espe- 
cially to shoes. 

This latter is a sustaining program 
of WXYZ and the Michigan Radio 
Network, which is not an advertising 
program. Miss Cole is being introduced 
as the stylist of Fyfe’s, “the world’s 
largest shoe store.” 
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Our Advertisers 
In This Issue 





HE important evolution in heel heights for 

women's shoes will be covered completely 
in next week's issue. No single change in foot- 
wear has been more important than the recent 
change in heels. It has swept the country and 
today every merchant's stock must be judged 
in relation to heel heights. Significant changes 
are taking place in the styling of shoes as a 
result of these heel developments, and the in- 
formation contained in next week's RECORDER 
will provide helpful guidance for Fall buying. 

Of timely and immediate interest, next 
week's RECORDER will carry a story fresh 
from Hollywood on bathing footwear for Sum- 
mer selling. The southern California season is 
far advanced in this reqard; what merchants 
there are selling now furnishes a helpful tip 
on what will sell elsewhere a month and two 
months from now. Harry Terhune, RECORDER 
Field Editor, who is now in Los Angeles, writes 
this story and sends some striking photos of 
Hollywood beauties to illustrate it. 

These are but two of the highlights of an 
exceptionally interesting issue planned for next 


week, 





Hi-Jackers Hold Up 
Leather Truck 


NewakKk, N. J.—The vogue of patent 
leather appears to be certified by the 
gentry of the underworld, who may or 
not be following the fashion and other 
advice of persons in the shoe and al- 
lied trades. A considerable shipment, 
twenty-four cases to be exact, of Seton’s 
finest grade of black patent leather 
was pirated last Friday before dawn. 

The robbery occurred in a garage in 
Newark, where a truck laden with the 
patent leather, was just getting ready 
for an out-of-town delivery when hi- 
jackers burst in and with much display 
of heavy artillery forced the truckmen 
to line up against the wall. Within 
a minute’s time, the truckmen heard 
their motor van speed out of the gar- 
age and they quickly notified the police. 

Notwithstanding an immediate chase, 
the hi-jackers eluded all attempts at 
capture and, when the truck was finally 
discovered, an hour and a half later, in 
Bloomfield, N. J., it had been com- 
pletely emptied of the twenty-four 
cases of patent. 

The shipment was fully insured. 


BOOTS AND SHOES 


BROWN SHOE COMPANY, St. Louis, Mo 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass 
COLT-CROMWELL CO., New York City 

CONNELL, J. M., SHOE CO., So. Braintree, Mass 
DANIEL GREEN COMPANY, Dolgeville, N. Y 
DOUGLAS, W. L., SHOE CO., Brockton, Mass 
ENDICOTT-JOHNSON CORP., Endicott, N. Y 
EVANS’ SON, L. B., Wakefield, Mass 
FLORSHEIM-SHOE GO.., Chicago, Ill 

HANNAHSONS SHOE CO., Haverhill, Mass 
JUSTIN, H. J., & SONS, INC., Fort Worth, Tex 
KIRKENDALL BOOT CO., Omaha, Neb 
McCONNELL MOCCASIN CO., Auburn, Me 
MINOR, P. W., & SON, INC., Batavia, N. Y 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass 
NAHM BROS. SHOE MFG. CO., Philadelphia, Pa 
NUNN, BUSH SHOE CO., Milwaukee, Wis 
O'DONNELL SHOE CO., Humboldt, Tenn. and St. Paul, Minn 
ORTHOPEDIC SHOES, INC., New York City 
RACINE SHOE MFG. CO., Racine, Wis 

ROHN SHOE MFG. CO., Milwaukee, Wis 

SELBY SHOE COMPANY, Portsmouth, O 
THOMPSON BROS. SHOE CO., Brockton, Mass 
VAUGHAN-TOWLE CO., Wakefield, Mass 
WEYENBERG SHOE MFG. CO., Milwaukee, Wis 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., New York City and Boston, Mass 

COLONIAL TANNING CO., Boston, Mass 

EVANS, JOHN R., & CO., Camden, N. J 

GOODRICH, B. F., RUBBER CO., Akron, O 

LEVOR, G., & CO., INC., Gloversville, N. Y., and New York City 
OHIO LEATHER CO., Girard, O 

PANTHER-PANCO CO., Chelsea, Mass 

SURPASS LEATHER CO., Philadelphia 

VAN TASSEL LEATHER CO., Norwich, Conn 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


LITTLEWAY PROCESS COMPANY, Boston, Mass 
UNITED SHOE MACHINERY CORP., Boston, Mass 
VULCAN CORPORATION, Portsmouth, O 


SHOE ACCESSORIES 


ONONDAGA HIDE & LEATHER CO., Syracuse, N. Y 
SIMPLEX SHOE TREE CO., Chicago, Ill 

SMELTZER, E. C., CO., Indianapolis, Ind 

WIZARD COMPANY, St. Louis, Mo 


STORE EQUIPMENT 


ARROW DECORATING AND FIXTURE CO., Philadelphia, Pa 
SEGALL & SONS, Philadelphia, Pa 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
COHEN, I., & SONS, Boston, Mass 

HOTEL BELLEVUE-STRATFORD, Philadelphia, Pa 
HOTEL LENNOX, St. Louis, Mo 

HOTEL MARTINIQUE, New York City 

HOTEL PICCADILLY, New York City 

IRVIN RUBIN, New York City 
KIRSCH-BLACHER CO., INC., New York City 
MAX KALTER & CO., INC., New York City 
STEPHENSON LABORATORY, Boston, Mass 





i i i i, al 


move 


BOOT AND SHOE RECORDER, May 18, 1935 


® shipped, 
r sme ZeF pat 


tern 
Srweleht line Wear at 


Se., beaut; 
OCCca 
Owever, the an bee 





When writing advertisers please mention Boot and Shoe Recorder 
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COLONIAL No. 113 


The extensive use of blue in costume colors has made 
Colonial Marine Blue No. 113 one of the favorites 
in the Colonial line of authentic colors. Peerless 
quality, beauty, workability, and a wide range of 
authoritative colors have established a strong prefer- 
ence for Colonial Black Patent and Colonial Colored 
Patent among fine shoemakers and leading retailers. 
The most favored colors at the moment are: 

COLONIAL NO. 99 COLONIAL NO. 196 

MASCARA BROWN OXBLOOD 


COLONIAL NO. 113 COLONIAL NO. 198 
MARINE BLUE TAILLEUR GREEN 


and 
GUN METAL PATENT 


Vl Chat futte peatent can be 


COLONIAL TANNING COMPANY 


BOS T ON 
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AprPy HEEL S 


Spaulding Counters fit the last 
exactly like this—inside and 
outside—heel-seat, quarter and 
shank. No resistance! No 
strain on your customer’s heel! 


Ordinary counters meet 

last Ifway—like this. 
The rest has to be pulled into 
place — meaning tension and 
strain on your customer’s heel! 





lead the field 


There’sa big kick in picking the winner—especially with inside information! 
Here it is—hot from training quarters! 

Happy Heels are groomed to win from all competing counters in the 1935 
—the 1936—and in all future shoe-manufacturing events. 

They will never break down and quit in the service race. They will hold 
that beautiful, smooth quarter-curve right to the winning tape. Nor will 
they blister and rasp your ‘customer’s heels. Play Happy Heels, gentlemen 
—and smile! This is a “natural.” 

Place your bets with your jobber or manufacturer by writing “With 
Spaulding Counters” on your ticket. 








NO OTHER PART OF THE SHOE MEANS SO MUCH... AND COSTS SO LITTLE 
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There is a demand for dark shoes during 
July and August—shoes to wear in cities, 
with printed dresses on dark grounds, 
shoes to wear when going away on vaca- 
tion. 




















Give your customers cool shoes, because 
these months are hot, give them shoes 
that look definitely new, to give a fresh 
touch to costumes bought a month or so 
* earlier. We suggest: 


















Indies Kid No. 172 
with 
Enamo No. 123 








The buckle Oxford is a new 
pattern type that has great 
possibilities for late summer 
and early fall. This version 
is especially smart because of 
the concentration of trimming 
in definite design areas. Indies 
brown kid No. 172, Enamo 
No. 23 Shoe design by Evelyn 
Ziniti. 
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Noe 1520 Diane + 
White Irish Linen. 178 
17 & Continental Heel 


als P 


and stocks down 


HE new instock department of Paradise Shoes makes 
possible larger turnover and -increased profits with a Carer 
smaller investment. Instep Pump 


Kid. 188) Last 
ntal Heel. No 


Buy as You Sell ts Newl327 except 


and 19,8 -Continental 
These eight outstanding styles—proven Summer sellers—are TERMS Si 20 DAYe 
shipped same day your order is received. Order now from NOTICE: An additional charge of 15c 


this advertisement and reorder each week. per pair on all orders for less than 4 pairs 
assorted. 


THERE'S PROFIT 
IN PARADISE 


bw) 
P ol a 





Sizes and Widths 
AAAA ito 
Size schedule for stock AAA 4% to9 
numbers: 1314, 1520, AA 4to® 
1325, 1112, 1313, 1324. A 4to9 
B 2to9 


Size Schedule for all Tango and Malibu 
Pumps 
Stock No.’s 1327, 1316, 1317 

AAAAA 5% to10 Both the Tango and Malibu flexible 
A v9) 3 to 4 instep pumps are available from 
? cS bs 10 stock in blue kid, black kid, brown 
4 A 2% to 10 kid and black patent. The Malibu 
B 1% to10_ is also available in black kid with 
C 2% to10 19/8 Continental Heel—Price $3.25. 


BRAUER BROS. SHOE COMPANY - ST. LOUIS - MO. 











NEW YORK CITY OFFICE, 529 MARBRIDGE BLDG., 1328 BROADWAY 
When writing advertisers please mention Boot and Shoe Recorder 
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TIVE andfS 


The complete line will be 
gladly shown to you by the 
Endicott - Johnson sales- 
man in your vicinity. 


Ve 


a hee Ck Su Orfr 4, LAR. 
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WSPECTATOR SPORTS 


to Retail at $2°° and $300 


IN STOCK for Immediate Delivery 


SumMMeR sports occasions are drawing near, and Endicott- 
Johnson sports shoes will be flattering many of the smartest 
feet with their trim, modish lines and exciting details. 







THere's ultra smartness in every pair of these distinctive 
sport-time shoes. Endicott-Johnson designed them to be 
summer style favorites in country or town... and they're 
completely fulfilling their destiny! So cool, so comfortable, 
so swagger... and with a modest price tag that enables 
your.customers to buy several pairs. Complete your stock 
of these fast selling sports shoes now . . . immediate delivery 


assured. 
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In selling there is a “line of least resis- 
tance,” just as there is in other things 
—only in selling it’s the part of wisdom 
to follow it. For nearly fifty years this 
business has been growing until today 
we are by far the largest producer of 
men’s quality footwear in the world— 
a fact on which we are willing to rest 
our case. Florsheim offers the “line of 
least resistance”—consumer resistance 
—because Florsheim outsells all other 
makes of fine shoes by a wide margin. 
Our representative will gladly call on 
you at your convenience with his Fall 
and Winter line—a postal card to us 


will bring him to you. 
In Stock: 
& 
THE BLacksTONE, 8-568 
Tue LELanp, $-569 TO RETAIL AT / MOST STYLES 
THE GARFIELD, S-567 


all in genuine white buck 


“ FLORSHEIM sxoz 


THE FLORSHEIM SHOE COMPANY ©¢ Manufacturers © CHICAGO 
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